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Preface 


Advertising in the Age of Persuasion documents and analyzes how American 
advertisers during the 1940s and 1950s worked to make themselves vital 
to businesses and government agencies and promote their version of free 
enterprise and how in doing so they made persuasive information vital to 
economic, politics, and international relations. Beginning with World War 
II, and girded by the Cold War, American advertisers, brand-name corpora- 
tions, and federal government representatives institutionalized both the use 
of persuasive information for political and diplomatic reasons and the role 
that the advertising industry would play. Alongside the promotion of brand- 
name goods and consumer-driven economies, American advertisers helped 
formalize a peacetime structure for what would eventually become known as 
public diplomacy. During the 1940s and 1950s, they made themselves vital to 
business, media, government, and religious instruction and put forth a vision 
of democracies based on the mass consumption of brand-name goods, using 
advertising across all major media to sell products and distribute information. 
Many of the free enterprise evangelists believed free enterprise represented the 
fulfillment of America’s god-ordained mission. They envisioned an American- 
led global consumer order supported by advertising-based media where the 
brand took precedence over the corporation that owned it and advertising, 
propaganda, and public relations were considered the same thing. To sup- 
port these ideas and ensure that their services remained of value, they created 
a network and a process for disseminating persuasive information that have 
survived into the twenty-first century. 

To these ends, nonprofit organizations such as the Advertising Council 
or the Ad Council (often I used interchangeably), famous for campaigns 
such as Smokey the Bear, McGruff the Crime Dog, and currently “Get Out 
and Play an Hour a Day” to fight childhood obesity, and the Brand Names 
Foundation created community activities and public service campaigns 
that brought together advertisers, business leaders, media moguls, politi- 
cians, and religious leaders. These campaigns, partnerships, and relationships 
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standardized a methodology for the dissemination of persuasive information, 
promoted the idea of a consensus as to the American way of life and the 
American dream, helped modernize American politics in the age of television, 
and participated in the formation of the U.S. public diplomacy apparatus 
from Radio Free Europe/Radio Liberty to the United States Information 
Agency. The Advertising Council’s post — World War II and early Cold War 
campaigns branded the United States and promoted free enterprise at home 
and abroad. From the creation and implementation of campaigns such as 
“The Freedom Train” and “The Crusade for Freedom,” a network emerged 
that connected American advertising companies to the White House, the 
CIA, and other U.S. government agencies; to major broadcasters such as 
ABC, CBS, and NBC; to department stores and supermarkets; to popular 
magazines such as Readers Digest, Time, and Life; to market research and 
psychological testing organizations such as A.C. Nielsen, the Gallup Poll, 
and the Psychological Corporation; and to brand-name corporations such 
as Coca-Cola, Ford, Kodak, Kraft Foods, Procter & Gamble, General Elec- 
tric, General Foods, and General Motors. Collectively, these organizations 
pursued an economic and political strategy in which the United States would 
profit from leading the world in a geopolitical order based on the consump- 
tion of advertised brand-name goods. The presence and the extent of the 
network have been elusive, both in American history and in contemporary 
discourse until the twenty-first century, an invisible hand that influences con- 
sumer markets, contemporary politics, and public knowledge and masks the 
complexities of modern multinational megacorporations. 

Advertising in the Age of Persuasion analyzes how advertising, business, and 
the federal government in America worked together to promote free enter- 
prise capitalism at home and abroad during the 1940s and 1950s, as well 
as how they helped to develop long-term organizations to promote those 
goals. In doing so, it explores the crafting of American consumer culture by 
free enterprise supporters and with it an age in which persuasive informa- 
tion became an essential part of the American economy, politics, and foreign 
relations. It demonstrates that the free enterprise strategy and the idea of 
the consumer republic became a pervasive, yet unseen, part of the American 
political landscape into the twenty-first century. Organizations such as the 
Ad Council have survived into the twenty-first century, bringing together 
the country’s major media organizations and brand-name manufactures, and 
promoting the free enterprise system within the United States and around 
the globe. This network of free enterprise supporters and their strategies for 
launching campaigns have supplanted Adam Smith’s invisible hand of the 
market, replacing it with the invisible hand of persuasive information to guide 
brand-name consumer markets and shape public discourse. 
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Introduction 


And the people must either be compelled or persuaded 
—there is no other way. 


War Advertising Council, 1945 


...in America advertising has become the greatest single means for mass com- 
munication, information, and persuasion which has ever been seen in any 
society, anywhere, at any time... 


... advertising in America has available to it incomparable mechanical means 
for the distribution of messages, through newspapers, magazines, radio and 
television stations, outdoor signs, street car cards, and others... . 


... Massed together, these are capable of an almost overpowering effect. 
James Webb Young, 
War Advertising Council 
Advertising Council 
J. Walter Thompson Company 
March 11, 1949 


...it is often assumed that there is some essential difference between adver- 
tising and its more modern counterparts: propaganda and public relations. 
They differ only superficially; they are identical in kind. All three set out to 
influence public opinion. 


A Technique of Planning Applied to Influencing Opinion and Behaviour 
J. Walter Thompson Company Limited, London, 1948 


Brand America 


The age of persuasion finds its beginnings in the late 1800s, when free enter- 
prise visionaries began imagining a world where everyone bought American 
brand-name goods.' In the early twentieth century, the use of advertising, 
market research, and global trade to advance American interests became a 
more widely accepted economic and political strategy, and advertisers sought 
to make themselves invaluable in the modern world. As advertising came 
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into prominence, capitalism and the mechanism of the economy increasingly 
came to be about the ideas and messages about a product and no longer about 
the manufacturing of the product. 

In 1941, the often referred to “grandfather” of the Ad Council, J. Walter 
Thompson executive James Webb Young, articulated a vision of a world 
where advertisers helped mass produced American brand names span the 
globe, one in which free enterprise meant advertising played a central role 
in culture, education, government, religion, and society, where brand-name 
products would dominate national and international markets and advertis- 
ing money would support every major media from newspapers to radio to 
television. All men, women, and children, regardless of ethnicity, nationality, 
and religion would be potential consumers with advertising tailored to their 
demographic. 

All over the world, countries would be shown the shining example offered 
by the United States and embrace the free enterprise system of advertising and 
brand names. Market research, targeted advertising, and commercial media 
would lead every nation to voluntarily adopt American leadership and a free 
enterprise consumer economy. Advertising and brand names would guaran- 
tee employment and enough money in the family budget to afford consumer 
items and entertainment. Happy consumers across the globe would exercise 
their freedom of choice by selecting from various brand-name goods and ser- 
vices. Advertising would be on a par with news, bringing vital information 
to the public. Advertising and brand-name political parties would streamline 
the political process, allowing citizens to choose from political brands. Free 
choice in consumer goods would ready people to participate in democratic 
politics, and thus world democracy would flourish.” 

In the twenty-first century, American brands and the use of persuasive 
information in business, diplomacy, and politics spanned the globe as nations 
increasingly became enmeshed in the American consumer economy. By 2008, 
American consumer spending accounted for 60 percent of the American 
economy and helped make the United States the “engine of the global 
economy.”* Advertising and branded consumer goods and services infused 
American culture and connected the world. 


The “Campaign for Freedom” 


Sixty years after the Young articulation and six days after 9/11 that same Ad 
Council, creator of Smokey the Bear and McGruff the Crime Dog, offered to 
help the White House and the State Department respond to the attack on the 
World Trade Center. The council coordinated over a $100 million in donated 
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time and space to run the advertising campaigns “I am an American” and 
“Campaign for Freedom.” Some called this type of persuasive information 
propaganda; others saw it as a return to the Ad Council’s original mission. 
In 2002, the Ad council designed “Campaign for Freedom” to “fight the war 
on terrorism,” coordinating a series of television commercials with the slogan 
“Freedom. Appreciate it. Cherish it. Protect it.” One commercial showed a 
man arrested for having newspapers. Another showed a tree-lined residential 
street, a voice-over stating “On Sept. 11, terrorists tried to change America 
forever.” The image then faded out, replaced with a new image of the street; 
this time every house had an American flag and the voice-over stated, “Well, 
they succeeded.” 


Public Diplomacy 


On November 1, 2001, the House of Representatives Committee on Inter- 
national Relations held hearings called “The Message is America: Rethinking 
U.S. Public Diplomacy” to which the Ad Council sent a representative. The 
U.S. government defined public diplomacy as “activities intended to under- 
stand, inform, and influence foreign publics.” One of the committee’s goals 
was to “make better use of the range of media available to us—such as radio, 
television, the Internet and other means of communication—to expand our 
potential audience.” 

Bob Wehling, cochair of the Ad Council Advisory Committee, former 
chairman of the Ad Council, and retired marketing and advertising executive 
from Procter & Gamble, testified that his “experience with both P&G and 
the Ad Council proves conclusively that advertising can change attitudes and 
practices.” He urged the use of public diplomacy in the Middle East and 
claimed to be “absolutely convinced that an advertising and communications 
program can be effective in the Middle East.”° 

Norman J. Pattiz, a Clinton and Bush appointee to the Broadcasting 
Board of Governors (BBG), “the independent federal agency responsible 
for all U.S. government and government sponsored, non-military, interna- 
tional broadcasting,” and the founder and chairman of Westwood One, Inc., 
“America’s largest radio network and provider of radio programming, serving 
over 7500 stations coast to coast,” testified that 


U.S. International broadcasting has played a key role in every major world 
conflict and crisis in which the United States has been engaged over the last 
60 years. In every one of these, World War II and the Cold War especially, our 
government-supported overseas broadcasting has been a major contributing 
factor in our country’s success.’ 
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On the basis of his experience at Westwood One distributing “music, 
entertainment, sports, and talk programming... news and information” to 
“CBS Radio News, Fox News Radio, CNN Radio News and the NBC 
Radio Network,” Pattiz recommended “something well beyond anything U.S. 
International broadcasting has been able to do before, something that uses 
American commercial broadcasting techniques to attract the largest possi- 
ble audience to advance U.S. public diplomacy.”* In 2002, the U.S. public 
diplomacy broadcasting organization Radio Free Europe/Radio Liberty began 
broadcasting Radio Farda to Iran. After the 2003 invasion of Iraq, Pattiz 
worked with the BBG to develop Radio Sawa and Alhurra satellite television. 
This television complex went on to serve 22 Middle Eastern countries, while 
his company Westwood One produced news and information for many major 
American networks.” Like half a century before, Procter & Gamble executives 
and Ad Council members were called on to support the U.S. government for 
advertising and public relations to the other nations and forging strategies to 
create media networks to sell the United States around the world. 


Advertising the American Century 


In 1941, as Time-Life editor Henry Luce declared “the American Century,” 
American advertisers took on a new role in American life and politics, form- 
ing a relationship with the White House, national security agencies, and 
overseas information services that remained into the twenty-first century.'° 
Coming out of World War II, the United States remained the only indus- 
trial nation largely unscathed by the global conflicts of the early twentieth 
century, leaving American advertisers in a prime position to cement their sta- 
tus in the world economy and help govern the global flow of information. 
Throughout the 1940s and 1950s, prominent advertisers and their affiliates, 
in broadcasting, government, industry, and retail, promoted brand America 
and free enterprise capitalism within the United States and around the globe. 
Nonprofit organizations such as the Ad Council, the Brand Names Foun- 
dation, the American Heritage Foundation, and the Crusade for Freedom, 
made up of representatives from the private and public sectors, coordinated 
“public service” advertising campaigns across a vast network of American 
businesses, government and military agencies, media outlets, publishers, and 
schools. These campaigns were designed to create an appearance of consen- 
sus, yet they were tightly controlled from the top down and were carefully 
orchestrated at every level, from grassroots activities to print advertisement. 
For these campaigns, these organizations created billboards, guides for com- 
munity activities, national activities, print advertisements, prepackaged news, 
public displays, radio and television commercials, school curriculum, and 
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religious sermons. In addition to domestic campaigns, they created campaigns 
for foreign markets, ones largely hidden from the American public by the 
Smith-Mundt Act of 1948. The act remains in effect into the twenty-first 
century and prevents Americans from having access to much of the mate- 
rial produced by the government for foreign audiences due to the concern 
that the material would constitute the use of propaganda on the American 
people." 

From the 1940s into the twenty-first century, organizations such as the 
Advertising Council have served as a meeting ground for American advertis- 
ers, the media, brand-name corporations, labor unions, banks, the military, 
national security agencies, and the White House to develop the apparatus 
and techniques for using persuasive information at home and abroad. Their 
network for creating and disseminating information has remained largely 
unseen, yet collectively they have exerted an immeasurable influence on the 
economy. These persuasive information pioneers advocated what they called 
free enterprise. Not free enterprise in the sense of an unrestricted free flow of 
goods and services where quality and customer satisfaction determined suc- 
cess or failure. To the proponents of free enterprise, it represented more than 
just a lack of government interference in economic matters. Rather free enter- 
prise meant a system based on the mass consumption and mass production 
of heavily advertised, brand-name goods and services, which were promoted 
across all major media and supported by consumer credit and the brand man- 
agement system. A system in which communicating about a product or a 
service, the branding of a product or a service, the public relations of a com- 
pany, and the advertising of a branded good or service took precedent over 
the actual product and the manufacturing of the product. In other words, the 
quality of the good or the service would have far less to do with it than how 
well the company convinced the consumer that the good or the service was 
worth purchasing. And since the free enterprise system required continually 
having consumers to buy new products to keep the economic engine turning, 
how the consumers felt about purchasing products took precedent. 

Free enterprise meant a form of capitalism that utilized the advertising 
of brand-name goods across all available media to create mass consumption, 
expanding markets, and mass production. Whereas Adam Smith described 
capitalism as being guided by the “invisible hand” where every individual 
pursuing his own interest in a free market created good for the community, 
in this version of free enterprise, the invisible hand that guided the market 
included advertising, advertising-based media, and the brand management 
system.” They believed that a world of free enterprise - based republics would 
create peace and prosperity, and held that since free enterprise was a uniquely 
American form of capitalism, the United States should guide others in that 
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global system.'* To represent their vision, they pushed an American brand 
that incorporated ideas such as the American Dream and the American way 
of life. 

Advertising in the Age of Persuasion analyzes the early campaigns and 
organizations that created the network for disseminating information and 
launching persuasive information campaigns during the 1940s and 1950s. 
In doing so, it demonstrates that by the end of President Eisenhower’s admin- 
istration, the invisible hand had become an American institution (which 
survived into the twenty-first century), one that brought together the coun- 
trys major media and brand-name manufactures, and promoted the free 
enterprise system within the United States and around the globe. It shows 
how the network became a pervasive part of the American landscape, how it 
helped build diplomatic information services, how it advanced free enterprise 
capitalism, and how it helped usher in an age of persuasive information and 
public diplomacy. 

Chapter 1 discusses the evolution of the strategy of free enterprise, begin- 
ning in the late 1800s; the companies and individuals who played major roles 
in its development; the idea of persuasive information and public interest 
campaigns; and the formation of the War Advertising Council and the mod- 
ern day Advertising Council. Chapter 2 describes how the postwar campaigns 
“The Freedom Train” and “The Miracle of America” created a peacetime net- 
work of advertisers, business leaders, media moguls, and politicians and what 
process was used for launching campaigns. It also discusses how these cam- 
paigns were designed to create a brand for the nation and unify Americans 
around a common vision of American history, free enterprise, and civil rights. 
Chapter 3 looks at the rise of the brand as a mechanism for selling goods 
and the importance of the idea of the brand to creating effective persuasive 
information. It traces the development of brand management at Procter & 
Gamble in the 1930s. It also examines the Brand Names Foundation, an 
affiliate organization that promoted the use of brand-name goods and the 
brand management system as an essential part of free enterprise and freedom 
of speech. Chapter 4 examines the Smith-Mundt Act of 1948 and the Adver- 
tising Council’s role in the international “war on ideas,” as the council began 
working with the Department of State to brand and promote the United 
States overseas. Chapter 5 looks at the use of advertising and marketing 
techniques to promote religion through the “Religion in American Life Cam- 
paign” and the career of preacher Billy Graham. It explores the relationship 
between Christianity and free enterprise during the 1940s and 1950s and the 
sense of religious purpose regarding America’s global mission held by many of 
the key participants. Chapter 6 describes the “Crusade for Freedom,” a cam- 
paign that inspired Ronald Reagan and raised money to help the CIA send 
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balloons to drop leaflets over Eastern Europe and develop Radio Free Europe 
and Radio Free Asia. Chapter 7 explores the role of television in expand- 
ing America’s persuasive information capacity, the development of American 
television as a solely advertising-based medium, the use of television to pro- 
mote civil rights, the early plans for television around the globe, and the 
beginning of television-based political campaigns. Chapter 8 shows that with 
Eisenhower's election, the “Atoms for Peace” and the “People’s Capitalism” 
campaigns, and the appointment of Procter & Gamble advertising executive 
Neil McElroy to the position of secretary of defense, American advertisers 
had found a permanent place in the nation’s economy, politics, and foreign 
relations among both major political parties. The conclusion explores how 
the strategies for promoting free enterprise in the 1940s and 1950s became 
institutionalized and largely remained a hidden part of American policy into 
the twenty-first century, evolving into contemporary practices such as nation 
branding and public diplomacy. It examines the continuity in the use of per- 
suasive information by American politicians and political strategists, as well 
as how Ronald Reagan’s administration helped the invisible hand outlive the 
Cold War and survive into the twenty-first century. It reviews the brands and 
media outlets that have remained, the ways brand management informed the 
rise of multinational megacorporations, and the invisible hand in the age of 
the internet. '4 
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CHAPTER 1 


“Persuaders in the Public Interest’”* 


etween the late 1800s and the 1940s, free enterprise capitalism and 

the persuasive information industry emerged in the United States and 

the companies whose representatives championed these causes in the 
1940s and 1950s were some of the most important early practitioners. Free 
enterprise was born in the late nineteenth century with the sale of goods 
to mass national markets; the large-scale production of brand goods, such as 
Ivory soap by Procter & Gamble and the Kodak camera; and the development 
of the profession of advertising. Together, these advertising and brand-name 
companies crafted a version of capitalism dependent on the advertising of 
brand-name goods, mass consumption, mass media financed by advertising, 
mass production, and perpetually expanding markets. As free enterprise capi- 
talism increasingly dominated American corporations, advertising went from 
being a questionable practice in the late 1800s to a place of prominence, 
assisting the American government win World War IL. 

After a fall from the boom period in the 1920s, by 1941, American 
advertisers faced mounting criticism about their value in American society. 
Advertising agencies, whose business had grown steadily since the 1870s, 
found revenue dropping throughout the 1930s. Historic agencies and com- 
panies that developed their business through the use of advertising and 
mass marketing found the value of that advertising challenged. The work 
of advertisers and public relations specialists in selling World War I faced 
attacks. Their work with President Wilson’s Committee for Public Infor- 
mation during World War I had been heavily criticized as being propa- 
ganda, leaving industry participants such as public relations pioneer Edwards 


* Jason Weems, “Persuaders in the Public Interest,” Advertisement, Time, December 29, 1958, 
box 2, J. Walter Thompson. Howard Henderson Papers, Rare Book, Manuscript, and Special 
Collections Library, Duke University. 
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Bernays to suggest that advertising, government information and, public 
relations professions no longer use the term propaganda when describing 
persuasive information.’ However, World War II and the era of American 
internationalism that it ushered in erased many of the concerns regarding the 
value of advertising in the United States. With the War Advertising Coun- 
cil during World War I, advertisers proved their usefulness to politicians, 
creating a permanent relationship with the White House and U.S. national 
security agencies. 

Advertising and brand-name manufacturing developed during the late 
nineteenth century and laid the foundation for modern American free enter- 
prise. While many American companies and politicians did not embrace free 
enterprise until after World War II, the ideas and techniques—advertising, 
brand management, commercial broadcasting, mass markets, and overseas 
expansion—were in place by the war. Fledgling advertising agencies like 
Cincinnati-based J. Walter Thompson and brand-name companies such as 
Procter & Gamble and Eastman Kodak used advertising to sell goods on 
a national level. From the end of the nineteenth century to the begin- 
ning of World War I, advertising went from being primarily a service 
that sold newspaper and magazine ads to providing full service marketing 
strategies. 

During the 1920s, radio became commercial broadcasting, establishing 
the precedent for advertising to be the bedrock of radio and television. After 
rising to social acceptance, influence, and profits in the 1920s, advertising 
expenditures slid rapidly as the U.S. economy fell into depression and a new 
consumer movement pushed for the regulation of advertisers. As advertis- 
ing prepared to defend itself in the early 1940s, America entered World 
War I, and a permanent relationship between American advertising and 
the American government was born. During World War II, advertisers and 
brand-name manufacturers proved their usefulness to the White House, 
and after the war the Advertising Council incorporated as a permanent 
nonprofit entity with bipartisan support. 


Pioneers 


Three companies played a unique role in the pioneering use of advertising and 
the brand structure: the Eastman Kodak Company, the J. Walter Thompson 
Company, and the Procter & Gamble Company. In the 1870s, Procter & 
Gamble began its first mass marketing of a brand good, Ivory soap. George 
Eastman began building his film and eventually camera business, Kodak.’ 
And, in 1877, J. Walter Thompson bought the William J. Carlton agency 
from William James Carlton, changed the name to J. Walter Thompson, and 
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began turning it into the country’s leading advertising agency. While just a 
few of the many brand-name companies emerging at the turn of the century, 
these three companies played went on to play pivotal roles in developing 
advertising, branding, broadcasting, government partnerships, and public 
information campaigns. 

Procter & Gamble’s branding and marketing of Ivory soap quickly became 
a model of a mass produced, mass marketed brand-name good. Unlike other 
companies, P & G did all its advertising in-house and did not work with out- 
side agencies until it hired J. Walter Thompson to do the Crisco campaign in 
1911— putting itself in the position of being a leader in the twentieth century 
in terms of the range of goods produced, how they were researched, devel- 
oped, and manufactured, and how advertising and brand names could be 
used to create new markets. Between the 1880s and 1900, Procter & Gamble 
also helped develop the American advertising profession.’ It helped pioneer 
the idea of the brand, which began literally as a branding iron mark used 
on the outside of wood boxes to make them easily identifiable as Procter 
& Gamble Star candles.* Procter & Gamble branded its new soap product, 
Ivory, after a biblical passage and began a successful national marketing cam- 
paign. By the late nineteenth century, Procter & Gamble became one of the 


United States’ largest advertisers.” 


Kodak’s Four Fundamentals 


Within a decade of spending his own savings to start his camera business, 
George Eastman started doing Kodak business in England in 1885 and get- 
ting the company’s first overseas patent there. Kodak first advertised using 
the J. Walter Thompson agency in 1888, when the agency placed ads for 
Kodak in many of the major national magazines, including Scientific America 
and Harpers.” While over the decades J. Walter Thompson taught many com- 
panies how to market, they also learned marketing from Kodak. By the end 
of the nineteenth century, Kodak spent over three quarters of a million dol- 
lars, one of the biggest expenditures on advertising in the nation.’ In 1878, 
George Eastman laid out his four fundamental business principles: mass pro- 
duction done by machinery, prices low enough so as to make the product 
useful, demonstration of the product combined with extensive advertising, 
and worldwide distribution. These principles represented some of the basic 
tenets behind free enterprise capitalism; however, while many companies in 
the United States undertook practices similar to Eastman’s domestically, his 
final principle of expanding world markets remained contested until after 


World War II.’ 
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World Markets 
In 1898, the Spanish-American War sparked debates among American politi- 


cians and businessmen about expanding business overseas and using former 
Spanish holdings such as Cuba and the Philippines as a launching point for 
American business to have access to consumer markets in other countries. 
The Spanish-American War opened up new markets for both Kodak and 
J. Walter Thompson. As the new century began, Mr. Thompson claimed that 
J. Walter Thompson could operate in the world without restrictions—that 
“any spot on earth where goods are to be sold by advertising is inside the fence 
of the Thompson field.” As American action overseas generated increased 
trade, Thompson declared: “Trade follows the flag. Where trade goes the 
J. Walter Thompson Agency is ready to go also.”!° Shortly after the Spanish- 
American War, J. Walter Thompson’s New York office set up a Spanish 
department and began preparing advertising for Latin American countries 
and the Philippines. Within five years, J. Walter Thompson was placing ads 
in local publications in Hawaii, Latin America, and the Philippines. It opened 
its first overseas office in London in 1899. There, it worked to both pro- 
vide advertising for companies and encourage American businesses to expand 
overseas, producing resources such as the “Thompson Blue Book of Advertis- 
ing” in 1904 that described American export trade around the world." 


Stanley Resor and J. Walter Thompson 


The early twentieth century witnessed the continued growth of all three com- 
panies and the techniques of advertising and brand-name marketing. The 
rise of the Hollywood movie industry brought additional business and influ- 
ence for Kodak and advertisers benefited greatly from the exploding auto 
industry.'* J. Walter Thompson continued to expand its domestic business. 
In 1911, Cincinnati-based Procter & Gamble hired the local agency to mar- 
ket its new product made out of cotton by-products. J. Walter Thompson 
executive and testimonial advertising specialist Stanley Resor changed the 
name of the product from Krispo to Crisco, creating another of Procter & 
Gamble’s famous brands.” As manager of the Cincinnati office, Resor made 
the fateful decision to persuade James Webb Young to give up his career 
as a Bible and religious book salesman to work writing advertising copy 
for the J. Walter Thompson Company.'* In 1916, Resor; his wife, Helen 
Resor; and several associates bought the J. Walter Thompson Company from 
Mr. Thompson, making the Cincinnati office of J. Walter Thompson one 
of the most important offices and Resor one of the country’s most powerful 
advertising executives. He exerted considerable influence in expanding both 


Openmirrors.com 


“Persuaders in the Public Interest” e 13 


the company and the profession, helping to found the American Association 
of Advertising Agencies (AAAA) in 1917 and building the company into the 
“world’s biggest agency.” 


World War I and the Crusade for Democracy 


World War I marked the first foray of advertisers and public relations experts 
into government information campaigns. In April 1917, President Wilson 
created the executive order 2594 that established the Committee for Public 
Information (CPI). Since he appointed George Creel as head the CPI also 
came to be known as the Creel Committee. The federal agency worked with 
advertising and public relations executives to create campaigns to advertise 
America The Creel Committee developed the Crusade for Democracy cam- 
paign with slogans such as “the war to end all wars” and “the war to make the 
world safe for democracy” and produced such famous campaigns as the Uncle 
Sam poster—“I want you”—for army recruiting. It created multi-platform 
campaigns that ranged from print advertisements, posters, and cartoons to 
the 4 Minute Men speakers, who gave four minute speeches across the coun- 
try. In 1918, James Webb Young was “drafted by the first World War Creel 
Committee for Public information, to develop a plan for propaganda on 
the western front.”'° Young provided recommendations for the creation of 
wartime propaganda, preparing a report for the Creel Commission entitled 
“Enemy Country Propaganda from an Advertising Viewpoint.” The Creel 
Commission remained only a wartime entity and was disbanded after World 
War I amidst criticisms of propaganda, leaving Young and others to return 
for the moment to advertising for business purposes.” 


Postwar Years 


The 1920s brought a booming free enterprise economy and prosperous times 
for advertising. Advertisers left the propaganda business and focused on 
expanding across the nation and overseas and developing the radio into a 
commercial advertising medium. Buoyed in part by Young’s 1919 advertising 
copy for deodorant—“Within the curve of a woman’s arm” for Cincinnati- 
based Odorono—which dramatically increased sales and brought industry 
attention to Young’s techniques, J. Walter Thompson helped lead advertising 
to its first phase of major growth in the twentieth century. The 1920s saw fur- 
ther international expansion by both Kodak and J. Walter Thompson. By that 
decade, Kodak did business in Switzerland, New Zealand, Denmark, Egypt, 
India, the Netherlands, South Africa, Spain, Argentina, Singapore, and 
Portugal and the J. Walter Thompson London office produced advertising 
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for American and British clients across Europe.'* Throughout the 1920s, 
Kodak also continued its expansion into Brazil, Mexico, Lebanon, Uruguay, 
Chile, Greece, Hong Kong, Kenya, Panama, Peru, and the Philippines, while 
J. Walter Thompson helped General Motors grow its business overseas.’ 
In 1927, J. Walter Thompson as part of its contract with General Motors 
International opened an office in every nation that General Motors had 
an assembly or manufacturing plant. To establish these offices Young trav- 
eled across Europe with J. Walter Thompson staff, resulting in offices being 
created in Germany, Belgium, Denmark, Spain, and Egypt.” 

During this period several important mechanisms and methods of adver- 
tising and public relations developed, such as the use of psychology and 
market research to study the effectiveness of advertising. During this period, 
the Psychological Corporation, which also did educational testing in the 
twentieth century, began working with advertising agencies. In the 1920s 
Raymond Rubicam hired George Gallup to conduct opinion polls. In 1924, 
Procter & Gamble created one of the first “market research departments” 
in order “to study consumer preferences and buying habits.””! During the 
1920s, Young also spent time developing further skills for market research and 
persuading consumers. He pursued the study of psychology with Dr. John 
Watson, “originator of ‘behaviour psychology,” and worked at the Univer- 
sity of Chicago with Dr. Anton Carlson. Young, who technically retired from 
JWT in 1928, went on to teach advertising at the School of Business at the 
University of Chicago in the 1930s, helping to train a new generation of 
advertisers and gain legitimacy for the profession. 


Radio and Commercial Advertising 


Advertising’s growth occurred not just in offices and print campaigns, but also 
across mediums as radio quickly became an ideal advertising medium. While 
the Happiness Candy Company sponsored a series show on the AT &T 
network in 1923, advertising agencies did not embrace the radio until the 
mid-1920s. In 1922 in New York City, AT & T created the first commercial 
radio broadcasting, as radio began transitioning from a hodgepodge of local 
stations to a national commercial media.” Procter & Gamble was one of the 
earliest innovators in commercial radio broadcasting and by the 1930s was 
one of the “biggest advertisers on the airwaves.” In 1923, Procter & Gamble 
began sponsoring radio cooking shows on behalf of Crisco, and during that 
period sponsored radio programs began with companies such as Goodrich 
Tires sponsoring shows. Procter & Gamble also created the first radio “soap 
opera” in the 1930s.” In 1926, the Radio Corporation of America (RCA) 
launched the National Broadcasting Company (NBC) and began selling the 
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idea of radio advertising to advertising companies. In 1927, the federal gov- 
ernment established the Federal Radio Commission, creating a permanent 
system of commercial broadcast within the United States.” While advertisers 
took to the airwaves throughout the 1920s, JWT did not utilize the radio 
until 1929. Like JWT, once engaged in the medium radio advertising and 
commercial broadcasting quickly became well established.” 


Advertising during the Depression 


Throughout the 1930s, advertisers sought to grow business despite an 
unfriendly climate. During the Depression, politicians, academics, and con- 
sumer activists challenged the necessity of advertising for the economy. 
They challenged its potential for deception and the cost it created for con- 
sumers. More regulation was attempted against advertisers than any other 
time in American history. The annual volume of advertising dropped from 
$3.4 billion in 1929 to $2.3 billion in 1931 and reached $1.3 billion (its 
lowest volume) in 1933.7° Yet, at the same time, advertisers and brand-name 
manufacturers continued to develop their businesses through innovations in 
marketing techniques, as well as expanding the role of advertising, radio, and 
new foreign markets. 

The marketing power of radio grew, eventually informing the develop- 
ment of television, as advertisers and corporations broadened their capacity 
for producing commercial programming. As well as advertisements for radio, 
both JWT and Procter & Gamble developed programming and program- 
ming sponsorships. In doing so, they helped establish American commer- 
cial entertainment. Entertainment programming made for the purpose of 
attracting audiences to encourage brand loyalty and sell goods. 

Throughout the 1930s, both companies developed commercial radio pro- 
gramming. JWT produced its first two-hour commercial radio program in 
1933 for Kraft Miracle Whip.” Also in 1933, Procter & Gamble started 
producing radio soap operas when “Ma Perkins,” a radio serial program spon- 
sored by P8¢G’s Oxydol soap powder, aired nationally. Its popularity led P&G 
brands to sponsor numerous new “soap operas.” Faithful listeners become 
loyal buyers of P&G brands at the grocery. “Radio advertising techniques 
were quickly applied to the early days of the television. In 1939, months 
after television broadcasting began, P&G aired its first television commercial. 
The commercial for Ivory soap aired during the “first televised major league 
baseball game” and helped establish the value of advertising during televised 
sporting events.”* 

While the types of persuasive information expanded, so did the major 
advertising companies. By the mid-1930s, J. Walter Thompson claimed 
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to be the “world’s largest agency.” In 1932, J. Walter Thompson opened 
its public relations department, “JWT News Bureau,” to develop “editorial 
publicity” for Kodak.” At this point in the persuasive information business 
there was still a divide between public relations and advertising. Public rela- 
tions pioneer Edward Bernays described public relations as the cultivation 
of public opinion, whereas advertising broadcast messages about a product.” 
So, the addition of a public relations department at a firm as prominent and 
far-reaching as JWT shifted the function of advertisers from merely being 
broadcasters and announcers of products to cultivating associations, loyalties, 
and opinions about a topic at hand. 


Brand Management 


In 1931, Procter & Gamble’s Neil McElroy wrote a revolutionary memo 
about marketing Camay soap. The memo formed the basis for the business 
and marketing strategy of brand management and put McElroy on the road 
to becoming Secretary of Defense. The memo suggested a corporate struc- 
ture whereby each brand would be marketed as its own company, competing 
with other brands owned by the corporation. In other words, Camay soap 
and Ivory soap though the same product (soap) and though manufactured by 
the same corporation (P&G) would complete against each other with unique 
marketing strategies. The brand of the product would take precedence over 
the corporate ownership of the product. This way a company could own mul- 
tiple types of the same product, but the range of brand names the product was 
marketed under would give the appearance of being multiple competing com- 
panies. McElroy’s brand management of Camay propelled him up the execu- 
tive ladder at P&G and further advanced the brand management system.” 
Though it would take Neil McElroy’s memo to formalize the corporate 
brand management system, throughout the tens and twenties, Procter & 
Gamble developed the instruments of “brand making.” Building a success- 
ful national brand included conducting extensive research and development, 
refining marketing campaigns, and refashioning the distribution infrastruc- 
ture to reflect products in the same market. In 1923, Procter & Gamble 
established an “economic research department” to further expand the capac- 
ity of advertising and market research to create mass production and mass 
consumption. In May 1931, Procter & Gamble’s man in charge of Camay 
soap, Neil McElroy, wrote a memo about the “duties and responsibilities of 
brand men” that formalized the brand management system. McElroy came to 
be considered one of the most important people in defining the use of brands 
and the brand management system. The memo suggested a corporate struc- 
ture whereby each brand was marketed as its own company, allowing for each 


Openmirrors.com 


“Persuaders in the Public Interest” e 17 


brand to have a unique marketing strategy. This eventually created the brand 
management system in which a corporation could own limitless brands and 
competing brands.” 

In 1930, when Procter & Gamble sought to use the same brand market- 
ing techniques to capture markets in China, Mexico, and the Philippines, it 
opened a Long Beach, California, plant to expedite distribution. The cere- 
monies included the launching of a four-foot bar of Ivory soap. By the late 
1930s, P&G had become one of the biggest brand advertisers on radio, and 
radio soap operas had become a “centerpiece of P&G’s marketing campaign.” 
By 1939, when Procter & Gamble first ventured into televised baseball with 
a Brooklyn Dodgers and Cincinnati Reds doubleheader, the company owned 
hundreds of brands, many of which, like Ivory and Camay, competed against 
each other. In 1946, Procter & Gamble named brand pioneer Neil McElroy 
vice president and general manager. By then, he had helped Procter & Gam- 
ble turn radio and early television into media designed around the delivery of 
advertising by major brand manufacturers.” 


Foreign Markets 


Despite economies weakened by a global depression, advertisers and man- 
ufacturers who invested in advertising were still able to continue growing 
overseas. By the late 1930s, J. Walter Thompson had 22 offices through- 
out the world and staffs throughout the British Empire (Australia, Canada, 
India, South Africa), in Europe (France, Germany, Spain, Sweden, Belgium), 
and in South America (Argentina and Brazil). In some countries, J. Walter 
Thompson helped create local publications; for instance, in Australia, a year 
after opening there, it helped create Women’s Weekly.*4 By 1931, J. Walter 
Thompson had also grown into one of the largest advertising agencies in 
Britain. It opened its first office in Berlin in 1928; however, due to the Nazis 
the office was closed in 1934 and it did not reopen an office in Germany until 
1952.” During the 1930s, Kodak expanded into Hawaii, China, and Japan.’ 
Unlike Eastman at Kodak and Stanley Resor at J. Walter Thompson, the 
executives at Procter & Gamble were more cautious about setting up “world- 
wide operations.” However, during the 1930s Procter & Gamble expanded 
into Britain and in 1935 into the Philippines before World War II.” By the 
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mid-1930s, J. Walter Thompson claimed to be the “world’s largest agency. 


World War II 


Though war in Europe started bringing the American economy out of the 
Depression in 1939, advertising still found itself under attack. Debates raged 
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in the country about whether America should enter the war in Europe. 
Though advertising faced mounting criticism, President Roosevelt quickly 
called on the service of advertising. James Webb Young once again played a 
role in creating wartime propaganda when in 1939 Roosevelt appointed him 
director of the Bureau of Foreign & Domestic Commerce in the Depart- 
ment of Commerce. In 1941 he resigned to assist Nelson Rockefeller organize 
his staff as coordinator of Inter-American Affairs and that he same year he 
was also elected to the Business Advisory Council to the Department of 
Commerce.” During this period, Young declared advertising an integral part 
of America’s freedoms. Advertising provided Americans with what Young 
called America’s fifth freedom in response to President Franklin D. Roosevelt’s 
speech about America’s four freedoms—‘“freedom of speech,” “freedom of 
religion,” “freedom from want,” and “freedom from fear.” Young declared 
the fifth freedom to be the “free choice of goods and services which can be 
»40 


supplied only by free enterprise. 


The Hot Springs Conference and the Blueprint 
for the Invisible Hand 


On November 13, 1941, 700 American advertisers converged on the Home- 
stead, a 17,000-acre hot springs resort in Virginia’s Alleghany Mountains 
where America’s wealthy and influential had met since the days of George 
Washington's visits.* To face the threats of New Deal restrictions on adver- 
tising and the possibility that World War I] would render advertising further 
unnecessary, the AAAA and the Association of National Advertisers (ANA) 
had called a conference. The conference had been called to bring together 
media groups, advertising agencies, and in-house corporate advertisers in 
order to form “a united front of those who have a common concern in adver- 
tising.” Thus, ending the war and human suffering was not a concern; rather, 
as Paul West of the ANA explained, there was “grave concern about advertis- 
ing and what may happen to the business which is largely dependent on man- 
ifesting itself daily in many quarters” and “a growing alarm that advertising 
is going to be throttled by whatever method, for whatever purpose and with 
whatever motive.” Advertising’s opponents were not the Nazis, but rather the 
“high officials in government” who felt that the advertising of “trademarks 
and brands” represented a “waste” and “added cost to the consumer.” Specifi- 
cally, West warned that if left unchecked government officials would succeed 
in their “push for mandatory standardization and government grade label- 
ing,” and severely restrict advertising revenue, jeopardizing not only national 
brand-name manufacturers and advertising agencies but also one of America’s 
fundamental freedoms, the freedom of press. The tax bill under consideration 
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by Congress in 1941, creating taxes on “radio and outdoor advertising and 
electric advertising signs,” threatened “the national media whose very free- 
dom depends on a large and continuous flow of national advertising revenue.” 
On November 14, 1941, William L. Batt (director of the Materials Division 
of the Office of Price Management) urged advertisers to start working for the 
war effort. During the morning sessions “advertisers and media men met to 
map out a self preservation program for advertising,” and at times, the entire 
audience rose in response to calls for an “organized program to sell advertising 
to the public.” Years later, James Webb Young described the crisis as adver- 
tisers “literally on trial for its life,” because “violent attacks were being made 
upon it in every branch of government—executive, legislative, and judicial. 
Educators and publicists berated it without mercy—and often without facts. 
Publications were founded on the boast of freedom from its pernicious influ- 
ence. And an anti-advertising ‘consumer movement’ of sizeable proportions 
was giving many earnest souls the jitters.” 

On November 14, 1941, James Webb Young gave one of the most under 
recognized speeches of the twentieth century. He laid out a plan for adver- 
tisers to launch a self-promotion campaign, citing three major obstacles for 
American advertising. The first was that important and “influential” segments 
of the American public found advertising repugnant. Second, no major train- 
ing opportunities existed for advertisers. And, finally, many people in the 
federal government wanted to create an American economic system in which 
advertising played a less “integral” role.“ He and others warned that any 
threat on advertising also represented a threat against a free press, and thus, 
free speech. He told advertisers that by serving the public, advertising could 
improve its reputation; they were “in an era of soul-searching” where adver- 
tising existing only as a capitalist enterprise, designed to make money for 
itself and for the businesses that advertised, was longer enough for the public 
to accept advertising. The threats on advertising created “a demand to jus- 
tify advertising now as a social force.” Young argued that advertising had 
“potentialities for use far beyond its present levels.” He asserted that “adver- 
tising is the most modern, streamlined, high-speed means of communication 
plus persuasion yet invented by man.” As such, he called for it to be used by 
the government, “labor unions,” “farm organizations,” “philanthropic organi- 
zations,” “churches,” and “universities.” He insisted that “it ought to be used 
by political parties, not just in elections, but continuously.” He argued that 
it be used “extensively by governments,” including “for open propaganda in 
international relations, to create understanding and reduce friction.” 

Young’s remarks eventually earned him the title “grandfather” of the 
Advertising Council, and created a strategy for free enterprise practition- 
ers to use in persuading the public. His speech immediately prompted 
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pledges by advertising executives, including Walter D. Fuller, president of the 
National Publishing Association; Niles Trammell, president of the National 
Broadcasting Company; Frank Dunigan, president of the National Out- 
door Advertising Association of Americas Frank Trippe, chairman of the 
Bureau of Advertising, American Newspaper Publishers Association; and 
Frank Braucher, president of the Periodical Publishers Association. The 
pledge dedicated advertising to work in order to create “an understanding 
that advertising is an important part of American business—that attacks 
on advertising are attacks on business.” To protect themselves, advertisers 
pledged “that the best defense” included “better taste in copy and commer- 
cial,” “dissemination of facts on the function and effects of advertising,” and 
“reteaching a belief in a dynamic economy.” Less than a month later, on 
December 7, 1941, the Japanese air strike on Pearl Harbor, Hawaii, brought 
the United States into the war and created a permanent place for advertising 
in American government. 


The War Advertising Council 


Advertisers quickly offered their services to the Roosevelt administration to 
help with the war effort and formed the War Advertising Council. The war 
created a network of American advertisers, broadcasters, and brand-name 
manufacturers working together to advance all their self-interests and agen- 
das. Twenty-two people signed the bylaws for the War Advertising Council, 
including Procter & Gamble’s Neil H. McElroy and James Webb Young. 
The bylaws read “it shall be the purpose of the Advertising Council, Inc., 
to provide a means for marshalling the forces of advertising so that they 
may be of maximum aid in successful prosecution of the war.” The purpose 
was to create “one division to become responsible for the overall psycho- 
logical aspects of the public relations job.” The War Advertising Council 
worked with the Office of War Information. It represented a “fusion of all 
elements of the advertising industry, including media.”* As the council later 
described the War Advertising Council “for the first time advertisers, agen- 
cies and the four major media—magazines, newspapers, outdoor and radio 
put aside their specialized interests in the interest of the nation at large.” 
In addition, AAAA requested that American advertisers sign a pledge to sup- 
port “war-theme advertising and to showing clients wherever possible how 
war themes could be included in their advertising.” According to the War 
Advertising Council members, during the war they “circulated millions of 
war messages, through every medium of mass communications, to every 
nook and cranny in the land.” They described themselves as “collectively, the 
group represents the spearhead of what is perhaps the greatest single means 
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of mass communication—the weight and power of advertising.” They cre- 
ated editorial and advertising facilities to distribute “war information” on 
“more than 100 wartime problems.”*® During World War II, the council 
rallied American businesses to conduct over 100 campaigns, developing pro- 
grams in cooperation with the Office of War Information, the Department 
of Agriculture, the Office of Price Administration, and the War Manpower 
Commission. The War Advertising Council called January 15, 1942, and 
August 14, 1945, the “1307 of the most crucial days in American history.” 
The council established the network of advertisers, media, newspapers, busi- 
ness, and government. It also established the precedent for private/public 
partnerships, standardized methodologies for campaigns and for advertising 
partnering with the government in the dissemination of information. For 
campaigns supporting causes, the War Advertising Council made copy and 
advertising mats for newspapers and magazines in which each company could 
simply fill in its own name.” In 1942, J. Walter Thompson created a radio 
allocation plan with the War Advertising Council and the Office of War 
Information. The War Advertising Council was entrusted with “the job of 
telling the American people what needed to be done to speed Victory.” This 
meant addressing the practical issues, such as fat salvage, recruiting woman 
for work, saving paper and rubber, as well as creating overall themes to frame 
the war for the public. The War Advertising Council did find itself at odds 
with other governmental information organizations. The Office of War Infor- 
mation objected to what it viewed as the council overreaching its purpose to 
sell free enterprise.” 

During the war the overarching agenda of the War Advertising Council 
was to demonstrate “the nature of the conspiracy against us and our way of 
life,” by “showing that this war is a fight against a revolution which seeks to 
crush liberty” and “explaining what the militarism of the Axis would mean in 
terms of every day American life.” The War Advertising Council material also 
projected a larger international mission by “showing that by winning this war 
the United States will share the freedoms precious to men.” The advertising 
copy aimed at expressing “in simple, every day terms the meaning of the 
four freedoms” and at “proving the values of the four freedoms by accurate 
portrayals of life in the Axis nations and in the subjugated countries.” 

The campaigns written by the War Advertising Council raised money, 
organized resources, and stabilized the wartime production. The campaigns 
included War Bonds, Food, Armed Services, Civilian Nurse, Conserva- 
tion and Salvage, Manpower, Fund-Raising, Civilian Services, Security of 
War Information, and Homes for War Workers.” They featured nutrition, 
venereal disease, treasury bonds, payroll savings, “womanpower campaigns,” 
Victory Gardens, fuel conservation, iron, steel, rope, rubber, and fat salvage. 
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The War Advertising Council also conducted anti-inflation test campaigns 
in Richmond, Charlotte, and Indianapolis. On behalf of the War Advertis- 
ing Council, J. Walter Thompson handled the Red Cross campaigns, the 
Office of War Information, and “the second war-bond drive.” The campaigns 
helped save tire rubber, and paper, and conserve coals, as well as recruit 
nurses, fight inflation, and organize a national health campaign. J. Walter 
Thompson helped raise financing for the war by creating campaigns for Trea- 
sury Bonds, including preparing a movie script for the Treasury. It produced 
war themed advertisements for Shell Industrial Lubricants, Kellogg, Kraft, 
French’s Mustard, Fanny Farmer, Libby’s, Northrop Aircraft, Inc., and the 
Radio Corporation of America. It helped the Petroleum Industry War Coun- 
cil handle wartime gas shortages. In order to mobilize women into industry, 
women’s armed service, and nursing, J. Walter Thompson helped the War 
Advertising Council prepare advertisements for the War Manpower Com- 
mission and the Office of War Information. J. Walter Thompson also helped 
create some of the most iconic campaigns of World War II, the image “We can 
do it” associated with Rosie the Riveter, and “Loose Lips Sink Ships.” After 
the Allied victory in Europe, the War Advertising Council turned American 
attention toward the “Job Ahead—Japan,” and started a campaign to achieve 
“complete victory” over Japan that presented Americans with “facts about 
Japanese fanaticism.” At the same time, James Webb Young ran a “Problems 
of Peace” campaign “to focus public attention on the urgent need for U.S. 
cooperation with other nations in a program to insure future peace.””° 

The War Advertising Council formed a national network for dissemi- 
nating information from the federal government to the American people. 
James Webb Young served as chairman of the War Advertising Coun- 
cil alongside Paul West, president of the ANA, Charles Mortimer from 
General Foods, and Theodore Repplier, future president of the Advertis- 
ing Council.” The War Advertising Council included representatives from 
“radio, newspapers, magazines, outdoor, and display advertising.” This net- 
work included the major advertising agencies and industry organizations 
such as McCann-Erickson, Inc., Young & Rubicam, Inc., and J. Walter 
Thompson Company; the trade publication Advertising Age; the billboard 
advertiser Outdoor Advertising Incorporated; and the major advertising asso- 
ciations such as the Outdoor Advertising Association of America, the AAAA, 
the National Industrial Advertisers Association, the Advertising Federation of 
America, Direct Mail Advertising Association, National Association of Trans- 
portation Advertising, and the Association of National Advertisers (ANA). 
Publishing was represented by McGraw-Hill Publishing Company and Curtis 
Publishing and the National Publishers Association. Magazine industry repre- 
sentatives included Hearst Magazines, Time and Life, Inc., and the Periodical 
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Publishers Association. Newspaper publishing representatives included the 
New York Herald Tribune, Negro Newspapers Publishers Association, the 
Allied Newspaper Council, American Newspaper Publishers Association, and 
National Business Papers Association. Industry representatives included Gen- 
eral Foods, the McCall Corporation, Vick Chemical Company, Shell Oil 
Company, Inc., and the Bristol-Myers Company. NBC, Columbia Broadcast- 
ing System, the American Broadcasting, Co., and the National Association of 
Broadcasters represented national broadcasting. 

The network coordinated by the War Advertising Council also included 
the military. In March 1944, the War Advertising Council and the Office 
of War Information brought 200 of the country’s most prominent advertis- 
ing and business executives to Washington for meetings, including briefings 
by the army and the navy at the Pentagon.* Also in March 1944, Presi- 
dent Roosevelt spoke to the War Advertising Council, praising its efforts 
in the war. Roosevelt told the council members that the White House was 
relying on them to educate the people that winning the war required their 
assistance, and he discussed with them that he wanted the campaigns to be 
education programs so that their work could be clearly differentiated from 
Nazi propaganda. 

In addition to working with the War Advertising Council, advertisers 
and brand- name manufacturers contributed to diplomatic and military 
efforts. The J. Walter Thompson Company helped the Coordinator of 
Inter American Affairs (CIAA) from 1942 to 1945 develop newspapers 
and magazines in Latin America that supported the Allies. It also helped 
the CIAA arrange for American companies to advertise in Latin America. 
It helped arrange for shortwave radio programs to be broadcast in Latin 
America. During the war American businesses worked with the defense indus- 
try, in addition to Ford, GM and GE producing for the war effort. While 
J. Walter Thompson employees took the lead in the War Advertising Council, 
P & G and Eastman Kodak played more direct roles in the military. In late 
1940, the U.S. Army asked Procter & Gamble to run ordnance plants in 
Tennessee and Mississippi.” Kodak participated in vital war services on sev- 
eral fronts. It made microfilms of soldiers’ letters (called V-Mail), helped the 
air force take photographs for mapping, and made military training films.” 
Kodak made products for X-rays and photographic paper, as well as partic- 
ipated in the Manhattan Project. The Tennessee Eastman Corporation in 
Kingsport, Tennessee, made “acetate-rayon products” and “cellulose esters.” 
Kodak also “operated the uranium isotope plant at Oak Ridge which dur- 
ing the war employed 26,000 people as part of the Manhattan Project.” 
At year’s end in 1946, the “Tennessee Eastman Corporation continued to 
operate for the Government the Y-12 atomic bomb material plant at Oak 
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Ridge, Tennessee.” As the president of the Tennessee Eastman Corpora- 
tion, Perley Smith Wilcox described their wartime activities Kodak ran “two 
enormous—and enormously important—undertakings for the government. 
One, near Kingsport, produced a new, but relatively conventional high explo- 
sive called R.D.X. And another, at Oak Ridge, involved Kodak in something 
so top secret that only the ultimate release of the first atomic bomb explained 
it all.” 


Proving Advertising’s Value 


The War Advertising Council gave advertisers the boost that Young had 
hoped for at the Hot Spring conference. The wartime advertising had shown 
the industry that “the best public relations advertising is public service 
advertising,” and the industry had proven its capacity to launch large-scale, 
multimedia, multiplatform persuasive information campaigns. One of the 
most important things learned during the war, according to Young, was that 
“from the largest national ones to the smallest local ones, the advertising agen- 
cies of every kind and size, the thousands of media owners of every kind, and 
all the affiliated industries and suppliers” could work together on campaigns. 
Young also felt that the war had brought advertisers in step regarding the 
importance of combining research into consumer opinions, a well-planned, 
multitiered “program of attack,” and regarding the presentation of facts in 
a simple and interesting manner. Young claimed that World War II had 
empowered advertising executives. They gained confidence in their ability to 
persuade Americans. During the war, Young said that “we found that adver- 
tising’s ability to repeat these facts until they stuck, a power which made 
news releases seem like a puff of wind.”” Future president of the Advertising 
Council, Theodore Repplier said that one of the most valuable things about 
the council was that “for the first time advertisers, agencies and the four major 
media—magazines, newspapers, outdoor and radio put aside their specialized 
interests in the interest of the nation at large.” Advertisers streamlined the 
process of carrying out a national campaign involving hundreds of businesses 
and utilized all public media. They learned how to create national campaigns 
with information developed and disseminated by the council. 

Advertisers were also able to increase their perceived monetary value, as 
they could set their own price estimates of the value of their time and labor. 
The War Advertising Council estimated that it spent $4 million in “pay- 
roll” and “$60 million” in “space and time’—first year, “$250,000,000” in 
1943 and “$400,000,000 in 1944.” The council claimed that the best way 
to measure the results achieved in “home front programs” was to look at the 
number of war bonds sold. It claimed that 85,000,000 individual owners had 
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purchased 800 million war bonds. American companies “devoted more than 
$1 billion worth of time and space” working on “more than 100 public service 
campaigns.” ® 


The Advertising Council 


Unlike its World War I predecessor, which was quickly dismantled after the 
war, the War Advertising Council became a permanent peacetime institution, 
the Advertising Council. As Young had envisioned, advertising had found its 
place as persuaders in the public interest with the capacity to be “the great- 
est single means of mass communication.” After World War II, President 
Truman supported the creation of a permanent peacetime Advertising Coun- 
cil that would work with the American government. By November 1944, the 
council had rallied support, and all the groups involved in the War Advertis- 
ing Council ratified a plan for the peacetime council.“ Truman authorized 
John W. Snyder, director of War Mobilization and Reconversion, to “estab- 
lish a unit in his office to serve as liaison between government agencies and 
the Advertising Council,” and on October 29, 1945, Snyder created a Media 
Programming Division to serve as the federal government's liaison with the 
Advertising Council.® 

On November 2, 1945, the War Advertising Council started using 
the peacetime name “Advertising Council.” The War Advertising Coun- 
cil announced that as a peacetime advertising council it hoped to have 
$30,000,000 worth of public service advertising a year. In 1946, the Adver- 
tising Council established its peacetime structure and network for campaigns. 
Theodore Repplier became the Advertising Council’s first president. The 
council formed a unit for working with the government, an Industries Advi- 
sory Committee under the leadership of Charles E. Wilson, president of 
General Electric; and a Public Policy Committee to determine which causes 
to take on. 

As with the War Advertising Council, membership of the Advertising 
Council included major advertisers, media, newspapers, magazines, brand- 
name manufacturers, educational institutions, and the government. Early 
members came from General Electric, Radio Corporation of America, Procter 
& Gamble (including Neil McElroy), Harvard, General Foods, Gillette, BF 
Goodrich, and Eastman Kodak, as well as leading advertising agencies and 
their trade organizations.” The list of newspaper and magazine publishers 
included Hearst Magazines, Time-Life Inc., and the Washington Post. Also, 
all the major radio and television companies—ABC, NBC, and CBS—signed 
on. Gallup and Nielsen represented the market research firms and testing 
organizations." 
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White House Conferences 


Once established as a permanent peacetime entity, the Advertising Coun- 
cil began hosting annual White House conferences to bring together the 
media, advertisers, business, and the government for “off-the-record” dis- 
cussions about America politics and foreign policy. In September 1946, the 
conference brought together the council and federal officials for “an infor- 
mal review of major international problems.” Over the years, these meetings 
would continue to present “off-the-record views and opinions of important 
Federal Government officials to the advertising and business men most closely 
associated with the work of The Advertising Council.” These meetings were 
pointed to by the Advertising Council as proof that “the attitude which 
existed in Washington toward advertising a few years ago” had disappeared 
and that the government recognized the value of advertising. 

In spite of its many successes during the war, the council had to con- 
tinue selling its value to advertising agencies and the media. The council 
encouraged advertising agencies to support the council because public service 
advertising represented “good advertising based on the principle of enlight- 
ened self-interest.” To businesses, the council claimed that public service 
advertising would “stimulate new uses of their product” and to the media 
the council suggested that public service advertising would demonstrate its 
sense of “moral responsibility to the public,” thusly serving as excellent public 
relations.” 

Advertisers and brand-name companies also continued to face concerns 
over Office of Price Administration (OPA) restrictions on manufacturers’ 
brands; advertising experts asserted that OPA restrictions interfered with free 
enterprise. Criticism of business included the idea “that business is concerned 
only with profits.” The council called the critics “enemies of our system.” 
Young claimed that to combat anti-advertising forces a study at Harvard 
School of Business Administration regarding the “economic consequences of 
advertising” should include a unit to study “consumer education in adver- 
tising.” According to Young, a leading publishing house assigned “a woman 
editor to devote her full time to expending the social benefits of advertising 
before women’s clubs.” Because, in spite of its lofty goals, the Advertising 
Council believed that “the battle for markets is now on, and advertising must 
resume its star role as a profitable seller of goods.””° 

That battle for markets extended around the globe. While other coun- 
tries were in dire shape after the war, the United States had profited during 
the war and emerged an economic powerhouse. The war ended the idea that 
America should not engage itself in the affairs of the world, and interna- 
tionalists and free enterprise capitalists set out to capture foreign markets. 
The Advertising Council saw the new “course of internationalism” resulting 
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from the “international monetary funds, its world charter, its new pattern of 
‘working together.’ ” In 1944, the Bretton Woods Agreements established the 
International Bank for Reconstruction and Development. Members agreed 
to facilitate “the investment of capital for productive purposes” through 
international monetary funds. Most significantly, for American business, the 
agreements based the international monetary system on the dollar standard. 
While all member states contributed a share of capital, the “authorized cap- 
ital stock of the Bank” converted to 10,000,000,000 in U.S. dollars.” Most 
of the foreign markets where Advertising Council members marketed their 
products during the 1950s were countries that signed the original Bretton 
Woods Agreement.” 

John W. Snyder told the council that the next few years were crucial 
on the world stage. He saw the period as putting “free enterprise on trial.” 
He questioned whether the country could “convince the world that the pri- 
vate enterprise system works,” and claimed that “the entire world watches 
us as we grapple with reconversion to see whether we can make our system 
work.” To contribute to the country’s new course of internationalism, the 
council created six advertisements for the United Nations. It also urged busi- 
nesses operating overseas to counter any “misconception abroad as to our 
intentions.” The need for selling America and American products overseas 
increased as wartime alliances gave way to the Cold War. 

By 1946, the same year that Procter & Gamble introduced Tide laun- 
dry detergent, fighting communism had become part of the Advertising 
Council’s agenda. In February 1946, George Kennan sent his long telegram 
calling for the containment of communism, and in March 1946, Winston 
Churchill famously declared that an “iron curtain” had descended. At the 
September 1946 Advertising Council White House conference, Secretary of 
State William Clayton claimed that the “‘government’s foreign trade policy’ ” 
would encourage “ ‘all measures that will result in an improved economy and 
higher standard of living for all people everywhere.” ” He asked for advertis- 
ing, business, and government to work together to shape “free markets for all 
people” that involved “multi-lateral rather than bi-lateral trade agreements” 
and “the reduction of tariffs.” The expansion of American companies around 
the globe emerged as a vital part of American foreign policy. Considered cru- 
cial in the battle against global communism, the Advertising Council declared 
itself an important means “of winning the ‘undeclared war against commu- 
nism’ which we are living through today.””* This conference and the Cold 
War concerns it raised shaped the Advertising Council’s first major peacetime 
campaigns. 

Everything was in place by World War II regarding the ideas, mecha- 
nism, and methods of free enterprise, but it was not until after the war that 
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American politicians and business executives implemented the ideas. The war 
allowed advertisers to prove their usefulness to the government. It allowed 
them to establish an extensive national network of business, media, advertis- 
ers, government, schools, churches, and community groups. It helped them 
reinforce their goal of making broadcast media dependent on advertising 
revenue. The success the War Advertising Council had in organizing the 
American public legitimized the use of persuasion. Regardless of the use of 
psychology and market research to achieve maximum persuasion, it was con- 
sidered democratic because it involved a free choice made by an individual. 
This belief allowed the Advertising Council and its network to begin cam- 
paigns of persuasion on the American public and develop the foundations of 
American public diplomacy. 
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CHAPTER 2 


“Miracle, U.S.A.” 


wo of the major campaigns after World War II, the Freedom Train 

and “The Miracle of America,” established a peacetime network 

between advertising, the media, and the federal government.' This 
network formed the invisible hand of persuasion that came to guide American 
free enterprise. These campaigns also helped create a brand identity, a posi- 
tive essence associated with the brand and visual symbols that represented the 
brand for the United States. With these campaigns, the Advertising Coun- 
cil members helped free enterprise supporters situate advertising and free 
enterprise into the history of the United States. They attempted to con- 
vey to the public an unbreakable bond between democracy, free enterprise, 
and America’s mission. They hoped to inspire patriotism and demonstrate 
the advertising industry’s patriotism. They wanted to rally Americans behind 
the idea that American businesses should expand around the globe and also 
wanted to show other nations a positive image of the country’s civil rights 
record. 

Participants in the Advertising Council’s September 1946 White House 
conference left with the resolve to create a large-scale national campaign. 
Concerned with civil rights, communism, crime, poor voter turn-out, and 
strikes, they wanted to unify Americans around a common vision of the 
country. To this end, they created the Freedom Train to define the history 
and significance of the country as inoffensively as possible, and the American 
Economic System campaign to define the country’s economy. The Freedom 
Train crisscrossed the United States from September 1947 to January 1949, 
displaying 127 historical documents. The American Economic System taught 
Americans about free enterprise through a series of advertisements, bill- 
boards, and the brochure “The Miracle of America.” The Freedom Train, 
the Rededication Weeks, and the Advertising Council’s “Miracle of America” 
campaign created a brand identity for the nation. Participants created an 
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abstract symbol for all that the United States represented, a symbol that 
would evoke all that the United States had to offer to its own people and 
to the world. The goal was to be as inclusive as possible. Since every citizen 
represented a potential consumer, the effort needed to remain bipartisan and 
not appear to be politically motivated; those involved developed the Freedom 
Train campaign to be as inoffensive as possible.” 

While the Advertising Council played a vital role in the Freedom Train 
tour, members created a nonprofit organization, the American Heritage 
Foundation, to manage the project. For the train’s arrival, the American 
Heritage Foundation helped communities organize “Rededication Weeks” 
and encouraged citizens to take the “Freedom Pledge.” The Freedom Train, 
accompanied by Rededication Weeks, the signing of a freedom pledge, and 
“The Miracle of America,” demonstrated the brand identity that free enter- 
prise proponents wanted Americans to embrace, one in which red, white, 
and blue, and stars and stripes represented their version of American history, 
economics, and politics and in which social class and racial conflict disap- 
peared amidst a nation of happy consumers and producers, an American 
model for the world. The Freedom Train also helped the Advertising Council 
maintain the strategy of campaign development, dissemination, and man- 
agement established by the War Advertising Council. The train established a 
permanent peacetime structure and methodology for advertising, brand man- 
ufacture, the media, nonprofit organizations, and the federal government to 
work together. It allowed the network to slip virtually unnoticed, and with 
minimal public objections, into the background as it distributed ideological 
material across the nation. 

The idea for the traveling exhibit originated with Attorney General Tom 
C. Clark as the Bill of Rights Exhibit tour. As would often prove an effective 
strategy for the Advertising Council and others over the years, they latched 
onto a project that served their agenda. Concerned with “the increase in 
lawlessness, the development of a tacit acceptance of American institutions, 
and the threatening danger of subversive activity,” Clark felt a national tour 
of the U.S. Constitution and the Bill of Rights would both combat com- 
munism in America and teach “good citizenship.” At the same time that 
Attorney General Clark was meeting with the National Archives and exec- 
utives from Paramount Pictures, members of the Advertising Council were 
calling for a “campaign to sell America to Americans.” Collectively, they cre- 
ated the American Heritage Foundation to organize and run the Freedom 
Train. 

In April 1947, Truman praised the Advertising Council and endorsed its 
continuation into peacetime. Truman called the council “a highly significant 
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new development in American life.” He said that council advertising “is a 
greater force for informing the public than the editorial columns of news- 
papers.” He claimed this represented an important example of American 
democracy, since it brought together “the voluntary cooperation of thou- 
sands of American firms, from large concerns to stores, banks and merchants 
in the smallest towns.” Truman also saw it as evidence that American busi- 
nesses embraced “social responsibility.” The same month Attorney General 
Clark announced the project and stated its purpose was to “reawaken in 
the American people the loyalty it is known they have for the American 
way of life.” In May, he sent out invitations for a “White House con- 
ference, May 22, 1947.” The invitations stated that the conference con- 
cerned a “national public service project to be sponsored by Department 
of Justice with endorsement of the President of the United States.” The 
invitations stressed to invitees that “these critical times on domestic and 
world scene require intensive dramatic and militant programs to reassert 
the emphatic advantages of American democracy,” as well as President 
Truman's participation in these projects. From these meetings, the Free- 
dom Train developed into one part of a three-part plan that included 
Rededication Weeks and the Freedom Pledge. Like campaigns conducted 
by the War Advertising Council, the campaign would utilize “all media of 
communication, education, and community action.” The National Archives 
and the Library of Congress put together the documents. The Advertis- 
ing Council put together the campaign literature and advertisements. The 
council also organized the radio advertisements and newspaper articles and 
cartoons.” 

Allegedly, what bothered Attorney General Clark was that “most of the 
moral breakdown could not be handled by the federal, state or municipal 
courts,” and he felt only the “spread of information and knowledge” could 
“combat” it. In addition to the perception of a moral breakdown in the coun- 
try, a 1945 National Opinion Research Center poll raised alarms when only 
31 percent of those surveyed had heard of the Bill of Rights. The parties at 
the meeting were also concerned with the general political apathy, since in the 
1944 elections 48,100,000 people voted, but 40,000,000 of voting age did 
not vote. Furthermore, all parties involved feared the spread of communism 
and viewed the Freedom Train as a vital part of helping “to strengthen the 
nation against Communist propaganda.”° They viewed creating “a strong and 
unified America” as vital because they saw communism as putting “our demo- 
cratic way of life to a critical test.” Communism created what they called “the 
threat of totalitarianism of the left,” and caused the “shrinking on the global 
map” of “the areas of democratic government.” They also wanted Americans 
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to believe that the country had a global mission to spread its political and 
economic system throughout the world.’ 

The Freedom Train reinforced the wartime network created by the War 
Advertising Council. It allowed the companies involved in the Advertising 
Council to establish an extensive network connecting advertisers, major cor- 
porations, banks, retailers, schools, religious institutions, and governments 
(local, state, and federal). The campaigns also allowed them to establish a 
permanent network among advertisers, Hollywood, newspapers, the pub- 
lishing industry, and major broadcasters. Many of the same people and 
organizations that were part of the Advertising Council or participated in 
Advertising Council events made up the America Heritage Foundation. The 
Board of Trustees for the American Heritage Foundation included Henry 
Luce, editor of Time-Life, financier Winthrop Aldrich, James W. Young, 
John D. Rockefeller, John Foster Dulles, and Charles E. Wilson of Gen- 
eral Electric.’ The Board also included Paul G. Hoffman, who was picked 
by Truman to head the Economic Cooperation Administration, the Marshall 
Plan. W.B. Potter of Eastman Kodak coordinated the country’s ten major 
advertising agencies in a full-time campaign.’ The Ad Council’s Communica- 
tions Committee included the Periodical Publishers Association of America, 
Western Newspaper Union, Newspaper Enterprise Association, American 
Newspaper Publishers Association, Mutual Broadcasting Company, National 
Association of Broadcasters, United Features Syndicate, Columbia Broadcast- 
ing Company, National Broadcasting Company, and American Broadcasting 
Company. The Motion Picture Committee included Universal, RKO, 20th 
Century Fox, Warner Bros., Screen Actors Guild, the Motion Picture Associa- 
tion, National Association of Visual Education Dealers, and the Encyclopedia 
Britannica Films.'° In addition to magazine publishers, the McGraw-Hill 
Book Company, Inc., participated in the American Heritage Foundation. 
In keeping with the hope that using adverting would solve the country’s 
ongoing labor disputes and strikes, the planning for the Freedom Train and 
the American Heritage Foundation included labor leaders William Green of 
the American Federation of Labor and Philip Murray of the Congress of 
Industrial Organizations (CIO).'! 

This national network enabled the Advertising Council to launch a uni- 
form campaign across the nation. In addition to sending out complete packets 
with premade advertising mats, it disseminated program guides for a week’s 
worth of community activities, films, radio scripts, and a collection of news- 
paper articles and editorials, all of which helped create a cohesive branding 
for what the United States of America had to offer its citizens and the world. 

In order to run the Freedom Train campaign, Advertising Council mem- 
bers created a nonprofit organization devoted solely to promoting the history 
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of America. Named the American Heritage Foundation, the membership ros- 
ter overlapped with the Advertising Council and the council prepared the 
foundation's campaign literature and advertising copy. As a nonprofit organi- 
zation, the purpose of the American Heritage Foundation was “to institute 
a broad national educational program seeking to emphasize the blessings 
of our American heritage.”'? Not only did this keep the campaign pro- 
cess from being transparent, it established the precedent of the Advertising 
Council playing a major role in conducting campaigns, but with another 
organization’s name out front. It also further established the peacetime prece- 
dent of the council serving as the clearinghouse to coordinate the creation 
of information and the top dissemination of the materials necessary for a 
campaign. 

Once involved, the American Heritage Foundation created a call to arms 
for companies and politicians to participate in the Freedom Train. It argued 
that in the years following the war the country was “at a cross-roads of its 
history,” facing the threat of communism and “moral and spiritual illness.” 
The “military victory,” it argued, “brought only a breathing space in our quest 
for peace . . . economic despair, has turned to the panacea of state control.” 
World War I created a country where “Americans accept wartime controls, 
obey the laws, respect their fellowmen, appreciate their democracy,” and are 
otherwise “good citizens.” However, the peacetime transition brought citi- 
zen apathy, “cynicism,” “lawlessness,” and “voices of discord.” Crime, the 
American Heritage Foundation claimed, had increased 13.6 percent from 
1946 to 1947, evidence of lawless path the country could take.'? 


Brand America 


The Freedom Train served as a perfect means to unify Americans around a 
set of symbols, ideas, feelings, associations, and meanings that they wanted 
Americans and those overseas to equate with the United States. In other 
words, the Freedom Train offered the perfect means to unify Americans 
around brand America. With the use of historical documents, organizers 
sought to craft a unified American history—a history that framed America 
as an exceptional nation without gross inequities, labor strife, civil rights 
problems, or religious intolerance, a nation whose unique political structure 
allowed for the growth of the most prosperous nation on earth. A nation 
whose unique history had created a system of government and economics 
that could guarantee any nation peace and prosperity. These qualities made 
it America’s destiny to lead the world. 

The overarching campaign goal was to create “a continuous program of 
education” to “remind our people of the American heritage which they enjoy.” 
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The Freedom Train became one part of “a comprehensive program of educa- 
tion in the ideals and practices of American democracy.” The Rededication 
Week programs would “give meaning to the American heritage, vitality to 
its spirit, and validity to its historic mission.” Combined, they would teach 
Americans that “the sanctity of the individual” represents “the essence of 
democracy” and that “freedom of enterprise, protection of minorities, rights 
of labor—and all the rights and liberties we enjoy under the Constitution and 
Bill of Rights—rest upon this doctrine.” In particular, the programs would 
target children with activities and educational programs, because “above 
all, there is the constant necessity to inculcate in the youth of America a 
full appreciation of the heritage of which they will be the trustees tomor- 
row.” The council viewed communism as presenting the United States with 
“a critical test,” which in order for the country to survive “the American peo- 
ple must know, understand, and appreciate the system of government which 
has bestowed its blessings upon them.” The Freedom Train represented “our 
American heritage.” '4 

Visually, the train itself was a logo that created instant brand recognition 
as it crisscrossed the nation. The painting of the train white with blue and 
red stripes made those colors in and of themselves a logo for the nation. 
Even seen at a great distance the train colors could create instant visual 
recognition as the train crossed the nation. The diesel engine, named the 
“spirit of 1776,” helped to further the brand association, linking the red, 
white, and blue of the train with the history of the nation. Indicative of 
this association is the New York Times caption on the Freedom Train that 
read, “In an era of uncertainty, Americans of 1948 feel a strong link with 
the spirit of 1776.” The “spirit of 1776,” a diesel engine, built and donated 
by the American Locomotive Company and General Electric, pulled six cars, 
three for display and three for staff and security. With “Freedom Train” 
embossed on every car, the train covered over 35,000 miles of track, and 
visiting over 320 cities, allowing much of the nation the experience of the 
patriotic display. 

On September 16, 1947, radio stations began playing the Ira Berlin, Bing 
Crosby song “The Freedom Train.” The next day, the Freedom Train got its 
start in Philadelphia. Then it went on to New Jersey and on September 24, 
1947, arrived in New York City. It traveled through New England, before 
heading south to Washington, D.C., in late November 1947. It continued 
south through Virginia, the Carolinas, and Georgia and into Florida right 
before Christmas. It visited Mobile, Alabama, through Christmas and spent 
New Year’s in Atlanta, Georgia, Throughout January the train crossed the 
South, ending up in Texas by late January. After a two week tour of Texas 
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the train headed west, stopping in New Mexico and Arizona before arriv- 
ing in California. After a month-long tour of California, the train spent the 
spring visiting the northwestern states, before heading toward the Midwest 
in June 1948. Traveling east, the train visited the Great Lakes and Midwest 
region throughout the early fall, then traveled back to New Jersey. It spent 
the remainder of the tour in Pennsylvania, New Jersey, and New York before 
ending the tour in Washington, D.C., in January 1949. Possibly as many 
as 50 million, one in three Americans, attended Rededication Week events, 
over three and a half million toured the train, and six million signed the Free- 
dom Pledge. In terms of reaching the American public, for the Advertising 
Council, it was a resounding success. '° 


Community Rededication 


As the Freedom Train traveled the nation, the American Heritage Founda- 
tion members helped communities organize “Rededication Weeks,” programs 
for radio, film, and education, and encouraged citizens to take the “Free- 
dom Pledge.” They helped civic leaders to chair and organize “patriotic 
programs” and “good-citizenship programs” by creating a national cam- 
paign guide called “The American Heritage Program for Your Community.” 
The model community program included instructions for contacting the 
local mayor, a local preparation schedule, and advanced copy promotion. 
To local leaders, the American Heritage Foundation argued that success 
in the program would result from community leaders understanding “that 
rededication to the principles essential to the preservation of our form of 
government is vitally important in maintaining a strong America.” The 
guide included a prewritten proclamation “the mayor of the City” with fill 
in the blanks that stated “these times call for loyalty to American tradi- 
tion and faith in their enduring character.” The proclamation then declared 
that the mayor “hereby urge all citizens and organizations in the City of 
(fill in name of city) to participate in the ceremonies and events constitut- 
ing (fill in name of city) REDEDICATION WEEK.” The guide provided 
diagrams for the bureaucratic organization of the mayor’s committee and 
plans for two weeks of events, including suggestions for daily events such 
as “School Day,” “Women’s Day,” and “Freedom of Religion Day.” The 
booklet also included mats of Freedom Train photos for local newspa- 
pers as well as the text for a newspaper article entitled “Longest Train 
tour Marks Rededication to Liberty.” For events, the booklet also pro- 
vided prewritten speeches that could be ordered from the American Heritage 
Foundation. 
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During the Rededication Weeks, Americans were encouraged to sign the 
Freedom Pledge: 


The Freedom Pledge 

I am an American. A free American 

Free to speak—without fear 

Free to worship God in my own way 

Free to stand for what I think right 

Free to oppose what I believe wrong 

Free to choose those who govern my country 
This heritage of Freedom I pledge to uphold 
For myself and all mankind'” 


In addition to suggestions for civic activities, the community guide included 
instructions for religious organizations to work on the rededication events 
and included freedom of religion as one of the Rededication Week themes.'* 
Documents on the Freedom Train and in the campaign literature stressed 
the freedom of religion. They framed the country as “a religious Nation,” 
rather than as a nation that allows freedom of consciousness. The Reader’ 
Digest Program Services prepared “Sermon Notes” on “Religious Founda- 
tions of our American Heritage” for the American Heritage Foundation. The 
introduction stated, “It has been suggested that during the week of national 
rededication, coinciding with the visit of the Freedom Train, sermons might 
be preached to show how closely related are our religious ideals and the 
American form of freedom.” During Rededication Weeks, many cities, such 
as Philadelphia and New York, included a freedom of Religion Day. Freedom 
of Religion Day opened the ceremonies, and both churches and synagogues 
participated in the rededication programs, also discussing the Freedom Train 
during religious services. The Synagogue Council of America congregations 
observed Freedom Sabbath.” Freedom of Religion Day opened Manhattan 
Freedom Week. On the Sunday before the Freedom Train exhibit opened, 
“pastoral letters” were written by several religious leaders, including Cardinal 
Spellman and Rev. Charles Gilbert, Protestant Episcopal Bishop of New York. 


Education 


The American Heritage Foundation believed that children must be reached 
because “loyalties and ideals built during the impressionable years of child- 
hood often thrive for a lifetime.” It prepared a complete school plan, 
including decorations, free copies of documents, and activities. It called the 
plan “one of the most important activities in the entire American Heritage 
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program” because it “affects one out of every five Americans—namely, 
the 30,000,000 pupils and teachers,” and it “affects students’ families— 
approximately 100,000,000.” Quiz-kids radio show, a popular children’s 
show, held an essay competition for high school seniors for $20,000 in schol- 
arship money. Twelve thousand students submitted essays on “What America 
Means” to me, and 550 received scholarship money. Events across the nation 
were hosted by parent-teacher groups, assemblies were held in schools, and a 
companion study guide prepared by the American Heritage Foundation and 
copies of “Good Citizen” were distributed throughout the country. Accord- 
ing to the American Heritage Foundation, the public school systems of 
Cincinnati, Ann Arbor, Grand Rapids, Kalamazoo, Sandusky, Terre Haute, 
Lansing, Jackson, and Pontiac were incorporating the study guide and “Good 
Citizenship” into the curriculum.”! 

The American Heritage Foundation created study guides with a “Your 
Heritage of Freedom” curriculum for teachers that included an open let- 
ter, a description of the documents, and social studies and English units. 
It addressed the letter to “the English and Social Studies teachers of The 
United States”; the letter was signed by John Studebaker, U.S. Commis- 
sioner of Education. The letter stated that “the time is here when in the 
interest of national strength and security we must make a more determined 
and successful effort than ever before to inculcate in the minds and hearts 
of our American youth the basic principles and the fundamental ideals for 
our American way of life, to create zeal for American democracy.” It also 
distributed a film, Our American Heritage, and a “ ‘scroll containing the foun- 
dation’s freedom pledge and the nine promises of a good citizen’ to be placed 
in every public school.”” 

In 1947, Princeton University Press in cooperation with the American 
Heritage Foundation published a companion guide to the Freedom Train 
exhibit. Entitled Heritage of Freedom: The History and Significance of the 
Basic Documents of American Liberty, the book, written by historian Frank 
Monaghan, contained detailed descriptions of the documents in the exhibit.” 
The overall theme of the book stressed a history of the progressive develop- 
ment of political and religious freedom. The American Heritage Foundation 
also published a 72 page brochure entitled Good Citizenship, the Rights and 
Duties of an American as part of the Freedom Train program. It dealt directly 
with the concerns about voter turn-out and sought to engage American cit- 
izens more directly at every stage of government. It provided information 
regarding why Americans should vote and how to vote. As such, it sought 
to eliminate the inherent contradiction between the lack of voter turn-out 
and the definition of American democracy. While it never directly discussed 
the differences between communism and American democracy, it addressed 
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criticism leveled at the United States. It described American democracy as a 
“system of government... that derives its power from the bottom up rather 
than from the top down,” thus making those of voting age the “ruling 
classes—the one and only ruling class of this country.” This contrasted with 
critics both inside and outside the United States who asserted that a ruling 
class of wealthy business owners and politicians existed in the United States. 
The brochure described in detail the voting process, from registration to 
marking a ballot. It placed special emphasis on the two-party system in the 
United States, claiming that “candidates without parties would be responsible 
to no group, subject to no check or discipline.” 


A Citizen Movement 


The American Heritage Foundation claimed that it had created a “Citi- 
zens Movement” not only in the Rededication Week events surrounding the 
Freedom Train, but in the distribution of numerous pamphlets and guides 
supporting the program. In the first year, it claimed to have distributed 
1,350,000 copies of “Good Citizen,” 1,600,000,000 copies of “the Doc- 
uments of the Freedom Train,” 200,000 copies of “We, the people” (an 
“inspirational leaflet”), 135,000 study guides for teachers, 30,000 copies 
of “Heritage of Freedom,” 650,000 copies of Our American Heritage, and 
3,000,000 copies of the Bill of Rights reprinted by Readers Digest. As many 
as six million Americans signed the Freedom Pledge.” 

Part of the “citizen? movement” encouraged Americans to fund the 
project. The Freedom Train also established a pattern of getting American cit- 
izens to pay out of pocket for admission. At each stop of the Freedom Train, 
the American Heritage Foundation solicited donations, leaving Americans to 
pay for the project at every level. They bought the brand-name products of 
the sponsors, paid taxes used to fund project services, and gave public dona- 
tions. Cities hosting a stop were expected to contribute two cents per resident. 
Collection bowls used to gather donations from the public averaged from 
$200 to $500 per day. Costs for running the Freedom Train were estimated 
at a million a year.” 


Freedom Follows the Flag 


The Advertising Council and the American Heritage Foundation wanted 
to stress to Americans their new role in the world. They believed that 
the “menace of totalitarianism of the right” had been “succeeded by the 
threat of totalitarianism of the left.” As a result of communism spread- 
ing throughout the world, “the areas of democratic government have been 
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perceptibility shrinking on the global map.” To combat this threat and 
encourage Americans to view the fight against communism as essential to 
their way of life, they promoted the idea that “Freedom Follows the Flag.” 
Community activities were included under the banner of “Freedom Follows 
the Flag.” It also comprised a display aboard the train with the same name 
that featured President Truman’s July 4, 1946, signing of the proclamation 
that recognized the Philippine Islands as a self-governing nation and not a 


holding of the United States.” 


Civil Rights 


The Advertising Council and the American Heritage Foundation also hoped 
that the Freedom Train could help with the country’s unresolved labor and 
civil rights issues, particularly since these conflicts were used internationally 
to discredit the United States. American brand-name manufacturers and the 
Advertising Council had been plagued by civil rights issues in the global 
war of ideas. In 1944, the Carnegie Corporation commissioned Swedish 
economist Gunnar Myrdal to study race relations within the United States. 
Mydral’s 2,000 plus page report, An American Dilemma, described the state 
of American race relations as the complete antithesis of the principles of the 
country. This report reached an international audience and provided fuel for 
Soviet propaganda, and other critics of the United States. American adver- 
tisers and brand-name manufacturers were in an awkward position regarding 
civil rights, especially with the advent of television. They did not want to 
alienate any potential market, so they needed to attract and include African 
American audiences without offending and upsetting white Americans used 
to a country segregated either officially by Jim Crow laws or unofficially by 
neighborhood and vocation. Internationally, American companies wanted 
to expand into South America, the Middle East, and the Far East and did 
not want to lose potential markets due to the belief that the United States 
represented discrimination, racial violence, and segregation.” 

In February 1946, race riots in Columbia, Tennessee, reinforced the neg- 
ative image the United States had on the international stage regarding race 
relations. In 1945, a strike by the United Auto Workers against Advertising 
Council member General Motors shut down the company for 113 days and 
led to other strikes across the nation with upwards of five million Americans 
on strike in 1946.” In addition to including William Green of the American 
Federation of Labor and Philip Murray of the CIO in the American Heritage 
Foundation, the literature it produced stressed that they received the endorse- 
ment of labor and management, and labor and management participated in 
activities together. To address civil rights concerns, they included the NAACP 
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in the planning process and created an official policy regarding discrimina- 
tion. The policy passed unanimously at the July 9, 1947, meeting of the 
American Heritage Foundation. It stated that the American Heritage Founda- 
tion “resolved that no segregation of any individuals or groups of any kind on 
the basis of race or religion be allowed at any exhibition of the Freedom Train 
held anywhere.” Winthrop Aldrich told the New York Times, “It is our firm 
determination that the American Heritage program shall be an instrumental- 
ity for strengthening the freedoms and liberties of all Americans, regardless of 
race, creed or color.” At the same time the Advertising Council ran a “United 
America” campaign to address “racial and religious antagonisms.” While the 
campaigns did not end segregation in Southern cities, they “did score a moral 
victory” for the NAACP by embarrassing cities that were denied the oppor- 
tunity to host a patriotic event. The American Heritage Foundation received 
an award from the NAACP for its policy of nonsegregation.*” 

On Christmas 1947, the front page headline of the New York Times read, 
“Many in South Lift ‘Jim Crowism,’” “The big Southern cities in the main 
have abandoned ‘Jim Crowism’ to allow citizens of all races, creeds and 
colors to welcome the Freedom Train together as it rolls through Dixie.” 
In Birmingham, officials planned to segregate, but the African American 
community set in motion a “threat of a black boycott” so the plans were can- 
celed. On Christmas Eve 1947, Birmingham, Alabama, authorities banned 
the visit of the Freedom Train because of the city’s racial segregation law and 
the train went to Mobile instead. The train toured Virginia, the Carolinas, 
Georgia, and Florida with no incidents, and visits occurred in Montgomery, 
Alabama; Chattanooga, Tennessee; and New Orleans, Louisiana, without 
segregation. In Savannah and Brunswick, Georgia, organizers used two sep- 
arate lines and viewed the exhibit in groups of 25, alternating by race.*! 
The American Heritage Foundation canceled a showing of the Freedom 
Train in Memphis, Tennessee, and Hattiesburg, Mississippi, due to plans 
for racial segregation. Atlanta mayor William Hartfield made a public state- 
ment announcing that there would be no segregation when Atlanta hosted 
the train. His statement included, “I am willing to stand beside any American 
citizen, regardless of race or creed, in mutual admiration and respect for those 
great historical charters of American freedom.”” 

The Advertising Council and the American Heritage Foundation also cre- 
ated promotional material regarding civil rights and the Freedom Train. One 
of the major events planned with the Freedom Train was a reenactment in 
Gettysburg, Pennsylvania, of the reading of Lincoln’s Gettysburg address, one 
of the documents included on the train, with Attorney General Clark featured 
as a primary speaker. Brooklyn, New York, held ceremonies for “Freedom 
from Fear Day” at which the fire commissioner spoke out for civil rights, 
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stating that his department rescued people “regardless of their race, color, or 
creed, so must the rest of the world.” Promotional inserts in the New York 
Times boasted that the Freedom Train was “helping break down barriers of 
racial discrimination that some of its documents declare do not exist under 
law.” The advertisements claimed that “white man and colored man met for 
the first time at the Freedom Train on the basis of equality to which our Dec- 
laration of Independence says we were born.” They also stated that “if the 
Freedom Train serves to awaken the conscience of areas where racial discrim- 
ination is practiced and to point out the essential un-Americanism of such 
attitudes to the people and to the leaders of those areas, then its 33,000-mile 


journey will have, indeed, been worthwhile.”*” 


The Miracle of America 


In 1948 the Advertising Council launched a free enterprise campaign called 
the American Economic System to “show that economic freedom and polit- 
ical freedom are dependent upon each other.” The campaign ran from 1948 
to 1951 and consisted of advertisements and billboards that discussed the 
American economy, and urged Americans to order a brochure called “The 
Miracle of America.” While the American Economic System did not have 
the extensive reach that the Freedom Train did, it spelled out the Advertis- 
ing Council’s vision for the nation’s economy and its implicit definition of 
free enterprise. The American Heritage Foundation rejected it as a campaign 
under its organization because it feared it would be too controversial, though 
many of the American Heritage Foundation members endorsed or worked on 
the project. The campaign, like the Freedom Train, was designed to include 
newspapers, magazines, outdoor advertising billboards, car cards, and the 
radio. All magazine advertisements included “a coupon offering the ‘Mira- 
cle of America’ free of charge.” Billboards throughout the nation included 
Uncle Sam and the statement, “The better we produce the better we live.” 
In order to help unify labor and management, the campaign also included an 
“in-plant and community campaign.” 

The committee that worked on the campaign included executives from the 
General Electric Company, Eastman Kodak Company, General Foods Cor- 
poration, U.S. Rubber Company, Aluminum Co. of America, and the same 
advertising companies that worked on the Freedom Train. Advertisements 
carried the signatures of Paul Hoffman, former president of Studebaker Cor- 
poration and administrator of the Economic Cooperation Administration 
(Marshall Plan administrator); Boris Shishkin, economist for the American 
Federation of Labor; and Evans Clark, executive director of the Twentieth 
Century Fund. Contributions from General Electric and General Foods 
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helped finance the campaign. In October 1948, Time magazine printed 
17,500 copies of “Miracle of America.” In November, 134 national publi- 
cations, “two Sunday supplements,” 58 business publications, and “hundreds 
of company magazines,” a collective circulation of 80,000,000, ran full-page 
advertisements with the slogan “Sure, America’s going Ahead If We All Pull 
Together.” Through the first six months of the campaign, the council claimed 
that the campaign made 1,134,000,000 “radio listener impressions” and 
countless impressions through the 4,000 billboards across the nation. The 
Psychological Corporation, the testing service that worked with advertising 
previously, conducted studies in conjunction with Reader’s Digest. The aim 
was to determine the interest level of the digest’s readers in the campaign.” 
Like the Freedom Train, the American Economic System campaign con- 
nected to international relations. In a letter to Charles E. Wilson, General 
Electric Company, Paul G. Hoffman endorsed the campaign. The former 
Studebaker Corporation executive had recently been appointed the Marshall 
Plan administrator to manage the rebuilding of the Western European econ- 
omy, allowing for the Advertising Council to help in the selling of the 
Marshall Plan in Europe.” Hoffman wrote: “You are, I am sure, aware of 
how strongly I believe in the—Advertising Council’s campaign for economic 
understanding.” He emphasized America’s unique form of capitalism, stat- 
ing that not only is it “in fundamental opposition to Marxism, but it differs 
sharply in many ways from Old World capitalism.” Hoffman felt that “if 
it was understood by people throughout the world, it would I believe, be 
widely adopted.” He also held the opinion that before the rest of the world 
could adopt America’s unique form of capitalism, “we ourselves must under- 
stand it.” He called the advertisements for the American Economic System 
campaign “better calculated to bring these about than any I have ever seen.”*” 
To address both international public relations issues and the domestic ten- 
sions, the campaign again focused on labor and civil rights. The Public Policy 
Committee for the campaign included representatives from the American 
Federation of Labor (AFL), the Congress of Industrial Organizations (CIO), 
the Railway Labor Executives, and the National Association for the Advance- 
ment of Colored People. Where the Freedom Train emphasized civil rights, 
the American Economic System campaign directly addressed labor unrest. 
The American Economic System campaign had “a plan to improve labor- 
management and plant-community relations” that it claimed was “already 
at work in many market areas.” The Advertising Council wanted to create 
an atmosphere whereby labor and management imagined themselves on the 
same team. In order to do this, the campaign had to “show that management, 
labor and all other groups agree that our system has one purpose—to strive 
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for a better living for all,” and “drive home that with management, labor and 
the public working together, everyone will continue to enjoy to the fullest 
degree all the best our system offers.”** 

First, the Advertising Council created a campaign brochure, “A Campaign 
to Explain the American Economic System,” to sell the idea to American 
businesses. Produced as a “program of economic education for all people,” the 
brochure sold the idea to businesses to get them to run the advertisements for 
the campaign. The council wanted to distinguish American capitalism from 
European capitalism. The first page of the brochure stated that “this campaign 
fills a vital need,” claiming that “our American economic system is gravely 
threatened—by ignorance.” The brochure said that Americans “cannot appre- 
ciate our System because they do not understand the basic fundamentals of 
how the system functions.” It said that the American public had been “mis- 
led” by “labels and ‘causes’” such as “redistributing wealth,” and “planned 
production.”” The council urged business leaders to take full advantage of 
the free advertisements to help with relations between labor and management 
and to help combat the spread of communism. 

The Advertising Council created a scripted public campaign that included 
a year’s worth of advertisements. It insisted that the campaign would be 
the most effective if it followed the exact order laid out in the campaign 
guidelines. The council outlined a “10-point platform” of what it wanted 
Americans to feel about the country. The list included how it wanted 
Americans to view “freedom,” including “freedom of the individual to work 
in the callings and localities of his choice,” “freedom of the individual to con- 
tract about his affairs,” and “freedom of individual ownership.” The goal of 
the platform was that all Americans should see “expanding productivity as a 
national necessity.” The campaign consisted of full-page magazine advertise- 
ments with coupons that could be mailed in to get free Miracle of America. 
Each month featured a different campaign theme, and the ads included a spot 
to put the name of the business sponsoring them. The campaign began with 
a November advertisement that read “Sure America’s going ahead, if we all 
pull together,” which emphasized management and labor working together.“ 

The advertisements for February and May picked up the anticommunist, 
international emphasis. They framed the United States in terms of politi- 
cal and economic revolution. The banner read “Comes the Revolution!” and 
called Americans “the greatest revolutionist in history.” They claimed that 
since “right now the people of many nations are faced with a choice—between 
dictatorship and a free economy,” Americans had to be a model for the world. 
For that, they needed to be “constantly turning out more for every hour we 
put in,” so that “our free, dynamic American system runs so well at home 
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that others will want to follow the example”; then the United States would 
provide “new hope to millions everywhere.” The May advertisement was a 
letter addressed to “Dear Soviet teacher” from “John Q. Public” that con- 
tained a list of things about Americans that Soviet teachers should not tell 
their students. The list included “don’t refer to a dynamic way of life that 
keeps turning out more and better goods,” and “we dont say our way is per- 
fect... change is our middle name. And in the long run, our system always 
changes for the better.” The March ad, “What happens to your job—if we 
get atomic energy to drive our machines?” framed atomic energy in a positive 
light and claimed that the American system had survived the change from 
coal to electricity and would adjust to atomic energy. The June advertise- 
ment described “Our right to choose.” It emphasized the right of Americans 
to choose professions, the “free market and competition,” and “labor's right 
to organize and bargain.” It also stressed the right to choose “more goods of 
better quality at lower costs,” which in turn created more jobs “paying higher 
wages.”“! Each of the advertisements contained a coupon to order the Miracle 
of America brochure free of charge. 

Produced by McCann-Erickson, the Miracle of America boasted of 
America’s economic successes. It claimed that “with only one-fifteenth of the 
world’s population, and about the same proportion of the world’s land area 
and natural resources, the United States—produces about half the world’s 
manufactured goods.” In spite of the population, the United States had “more 
than half the world’s telephones, telegraph and radio networks, more than 
a third of the RR’s- more than three-quarters of the world’s automobiles- 
almost half the world’s radio.” The brochure called American capitalism the 
miracle, because American capitalism created a “better standard of living” 
than “Old World” capitalism. This miracle occurred because in American 
capitalism labor and management worked together to compete against other 
manufacturers. This competition in turn stimulated “constant research” and 
innovation.” In spite of the American Economic System campaign running 
nationally, substantial numbers of the Miracle of America brochures were 
never ordered. 

The council wanted to create the appearance of success in any cam- 
paign it produced or in any information about the campaigns. Without any 
major efforts being made at the time to counter the council’s estimates of 
its own success, the true effect on American opinions remains difficult to 
determine. While there were a few small demonstrations and acts of protest 
across the nation regarding the Freedom Train, the campaign left advertis- 
ers feeling they were the most persuasive force around, and reaffirmed to 
them the idea that Americans needed to be persuaded to participate and to 
understand the national goals. Yet, they viewed this persuasion as part of 
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the democratic process. For instance, Charles Mortimer of General Foods 
claimed that “the essence of democracy is that it puts its faith in individual 
opinion; and it depends upon its information processes to carry the basic 
facts to the people.”“* While “The Miracle of America” campaign failed to 
live up to the hopes and expectations of its authors, the Freedom Train and 
the Rededication Weeks proved a success, and both campaigns aided the 
development of the nation’s public diplomacy apparatus. 
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CHAPTER 3 


The Brand Names Foundation’s 
“Worthwhile Community Activity”* 


ile the Advertising Council and the American Heritage 
Foundation organized the Freedom Train, the Brand Names 
Foundation advocated the use of advertising, brand names, and 
brand-based media. The Brand Names Foundation called brands “the man- 
ufacturer’s symbol of responsibility for his product and his pledge of quality 
and value” and argued that “brand names knowledge, learned through adver- 
tising, saves time and money.”! Building on the early Cold War sense of 
nation and community, the foundation launched campaigns and research 
projects that promoted the concept of the brand name. Throughout the mid- 
1940s, it organized conferences and events promoting the centrality of the 
brand to free enterprise capitalism. Targeting the American public and small 
business owners, the Brand Names Foundation linked brand-name goods 
and the choice between consumer goods with democracy. The foundation 
worked to convince small-scale retailers and store owners to use national 
brand-name goods instead of locally produced goods, and made the con- 
sumption of brand-name goods a community experience. Participation in 
the foundation overlapped with participation in the Advertising Council and 
the American Heritage Foundation, and included the standard host of major 
brand-name manufacturers, media outlets, advertising agencies, polling orga- 
nizations, public relations experts, national testing companies, and trade 
organizations. Significantly, among the foundation participants was the brand 
pioneer Procter & Gamble Company, whose success was in part dependent 
on its innovations in using the brand to cultivate markets.’ 


* Brand Names Foundation, “How Greenfield Did It...A Comprehensive Guide to a 
Worthwhile Community Activity” (New York: Brand Names Foundation, Incorporated, 
1947). 
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The foundation originally formed in 1944, as the Brand Names Research 
Foundation to combat the Office of Price Administration’s (OPA) proposed 
system of grade labeling.’ Two year later, it changed its name to the Brand 
Names Foundation and expanded its mission from research into the use of 
brand names for the extensive promotion of brand names and the brand 
management system.“ Like the Advertising Council, the Brand Names Foun- 
dation presented the American economy as being at a crossroads regarding 
the use of advertising and brand-name goods. In 1946, the closing of the 
OPA, which had been managing wartime consumption, prompted an out- 
cry by consumer activist and labor organizations. The foundation interpreted 
these suggestions for continued regulation as a “battle for our lives” and a 
struggle over “the political system which guarantees the American way of 
doing business.” Through a series of speeches and award ceremonies across 
the nation in 1945 and 1946, members of the foundation made the case 
against government standards and for a brand-based free enterprise system.° 
They called trademarks and brand names the core of the American economic 
system and urged “every manufacturer and advertiser of a branded prod- 
uct...to join in a program to convince the people of America that their 
own best welfare lies in support of the system of brand-name identifica- 
tion.” They complained that of “twenty-nine consumer education books” 
in the New York public library, none were “on the side of business.” They 
urged advertisers not to be discouraged by the image portrayed in the 1946 
novel The Hucksters of advertising manipulating people for profit. Rather, 
they urged advertisers to take credit for creating the country’s high standard 
of living.’ 

The foundation officially called itself an “educational organization,” whose 
goal was to bring about “a clearer understanding of the roles which brand 
names and advertising play in the daily lives of the American people.” 
It argued that the unregulated advertising of brand-name goods through 
mass media was the American economic system and “destroying advertis- 
ing” would “destroy the whole American economic system.” The foundation 
defended advertising and brand names claiming that “creating new wants, 
stimulating demand and giving information... brought mass production to 
its fullest achievements under our competitive economy.” In addition to link- 
ing brand names and advertising to the preservation of American democracy, 
Brand Names Foundation spokesmen insisted that a system based on adver- 
tising and brand names was what the term “free enterprise” meant. According 
to the Brand Names Foundation “... people in this country live under the 
brand name system. It is part and parcel of the American economy.” While 
many organizations, such as the Association of National Advertisers and 
the Trademark Association, connected and supported advertising agencies, 
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manufacturers, and the media, the Brand Names Foundation served uniquely 
in an educational capacity.’ According to its president, Henry Abt, it repre- 
sented “the voice of those who believe that the way to create the mass demand 
America needs is to build up confidence in well-known products.” The voices 
that the foundation represented included “manufacturers, advertising special- 
ists, and media of information,” who funded the organization through an 
annual subscription. 

The overarching goal of the foundation was to get all of America to speak 
“the Brand Names language” and to get Americans to understand “the social 
and economic significance of trade-marks and advertising.” As the nation 
faced labor problems and the highly contested Taft-Hartley Bill (Labor- 
Management Relations Act), which restricted the rights of workers, worked 
its way through the new majority Republican Congress, the foundation 
wanted the public to believe that a brand-based system would solve all labor 
problems by ensuring continual production. It wanted the public to believe 
that advertising about brands names and the brand-name system would “sta- 
bilize and increase employment,” “provide maximum opportunity for free 
choice,” and allow “the satisfaction of individual tastes.” Foundation mem- 
bers also argued that advertising and brand names ensured that the country 
maintained freedom of the press. They warned that “an attack on advertis- 
ing is an indirect blow at a free press” and that if revenue from “brand-name 
advertising” did not support newspapers, then the press would have to rely on 
government subsidies.'' They argued that a brand-name system would help 
with labor unrest by stimulating production. The foundation also focused 
much of its attention on children and women. It wanted brand loyalty to be 
conflated with family tradition. The foundation argued that “there are brand 
names which have served many successive generations as a means of express- 
ing product preferences. Taught by parents to their children, and thence to 
their grandchildren and to their offspring, these names have been subject in 
each generation to the possibility of rejection.” Since the nineteenth century, 
advertisers had targeted women as the primary household consumers. The 
foundation reinforced this notion by working with women’s clubs and target- 
ing the bulk of brand-name advertising toward women, whether they worked 
outside the home or not.” 

In February 1946, the foundation received Republican backing. Twelve 
hundred advertising and corporate professionals attended a Foundation din- 
ner in which 200 brand-name manufacturers received “Certificates of Public 
Service.” The featured speaker, Senator Albert W. Hawkes, Republican from 
New Jersey, warned that dubious factions within the United States opposed 
the brand-name system, creating a “powder chest” of “social unrest” with the 
potential of causing an “economic revolution.” According to Hawkes, “the 


50 e Advertising in the Age of Persuasion 


brand names system is keystone” to the American economy and any criticism 
of it represented an “attack on freedom itself.” Unnamed “factions” within 
the United States threatened to “destroy the great American business system.” 
To combat these forces, asserted Alfred Buckingham, newly elected chairman 
of the foundation, “every manufacturer and advertiser of a branded product” 
needed “to join in a program to convince the people of America that their own 
best welfare lies in support of the system of brand-name identification.” 

Prior to the major initiatives of 1947, the Brand Names Foundation 
sponsored several smaller campaigns. It launched a newspaper campaign in 
Coldwater, Michigan, a town with a population of 7,500. Henry Abt called 
it the “first concerted attempt of consumer goods manufacturers to foster bet- 
ter relations between industry and the community.” After the local campaign, 
it ran a statewide campaign in Michigan organized by the Michigan League 
of Home Dailies. One of the major concerns of brand-name manufactur- 
ers was that supermarkets and department stores would sell in-house brands 
and not national brand names. The foundation worked with local businesses 
to engage customers in buying national mass produced brand-name goods. 
For instance, with hardware stores, the Brand Names Foundation sponsored 
a contest designed to make sure customers saw their “local store as a head- 
quarters for quality hardware brands.”'* To support national brands over local 
production, it worked with industries to develop material about brands, such 
as a “promotional manual for daytime frocks” with the National Associa- 
tion of House Dress Manufacturers that promoted not only “trade-marked 
apparel,” but the idea that brand-name goods would create “faster turnover 
for the retailer.”!” The Brand Names Foundation handed out awards and cer- 
tificates across the nation as one of the methods for engaging companies in its 
mission. It published a roster of historic American brands and issued special 
certificates honoring brands 50 years old or older. The foundation also gave 
out “certificates of merit” to local retailers who created local newspaper ads 
that featured the ‘benefits of manufacturers’ brand names.” Over the next few 
years, they distributed these awards monthly." 


Brand Celebrations 


In 1947, the Brand Names Foundation held two pivotal events: one to sell 
brand-based free enterprise to industry executives, and the other to engage the 
American public wholeheartedly in brand-name consumption. In April, the 
foundation hosted hundreds of advertising, media, and retail executives for a 
“Brand Names Day” at the Waldorf-Astoria in New York City. The follow- 
ing October, it prototyped a large-scale community program in Greenfield, 
Massachusetts. For two weeks, Greenfield (population 15,000; shopping 
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center for 55,000 suburban and rural customers) celebrated the glories of 
the American system of brand management by hosting a “Brand Names 
Celebration.” The foundation published the results as How Greenfield Did 
It... A Comprehensive Guide to Worthwhile Community Activity. Though they 
distributed the guides throughout the nation, the cities that adopted the 
program never embraced its grand scale. 


The Waldorf Conference 


In April 1947, the Brand Names Foundation hosted an industry conference at 
New York’s Waldorf-Astoria Hotel. The Brand Names Day program brought 
together advertising, corporate, and media executives to discuss the impor- 
tance of the brand-name free enterprise system in America and the threat 
of restrictions on advertisers, as well as strategies for teaching free enterprise 
to the public. The Brand Names Foundation divided the conference into a 
series of clinics designed specifically for advertising, retail, manufacturing, 
and media executives. In doing so, it created a vast network encompassing 
virtually every aspect of possible consumer activity. During the conference, 
speakers addressed criticism of advertising and brand names and made the 
case for them One of the major purposes of the conference was to extend 
the network of those in American business supporting the use of brand-name 
goods. 

Brand name certificates were awarded at the Waldorf Conference lun- 
cheon of 600 executives. At the luncheon, speakers warned that “dema- 
gogues” throughout the country were attempting to “discredit” the adver- 
tising of brand-name goods. They claimed that if these forces succeeded in 
reducing the influence of brand-name advertising, “free press, free radio and 
free choice” would come under attack. The luncheon included the election of 
Brand Names Foundation officers such as Paul West, president of the Asso- 
ciation of National Advertisers (ANA), and Brigadier General Julius Ochs 
Adler, vice president and general manager of the New York Times. Theophil 
H. Mueller, chairman of the executive committee, spoke about the outcry 
over the closing of the OPA. He suggested that an organization such as the 
OPA would create a monopoly situation and expressed concern over the num- 
ber of women who had been “taken in by the honeyed doctrine these people 
advanced.” In defending brands, he emphatically stated that they represented 
the antithesis of monopoly, guaranteeing “free and active competition,” as 
well as “a free press, a free radio and the system of free choice.” Edward 
Rogers of Sterling Drug was elected chairman. During his speech, Rogers 
referred to brands as the “keystone of a competitive economy” and guaran- 
teed to his audience that with the support of business and advertising and 
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the “direct educational work” of the foundation, the public would accept that 
brand names represented the cornerstone of America’s economy. 

Throughout the day’s clinics, speakers took on criticism of advertising 
and brand names and the consumer movement that embraced grade label- 
ing. One of the major criticisms leveled against advertising was that it was an 
“economic waste.”!* Speakers expressed concern over academic and popular 
cultural criticism directed toward advertising and brand names. Through- 
out the day, they complained that “too many tainted text books are already 
redolent with spurious and unsupported allegations that brand names and 
trademarks make for monopolies” and “that advertising increases distribu- 
tion costs.” “Anti-brand charges in text or reference books” far outweighed 
any positive references. One advertising executive claimed that “twenty-six of 
twenty-nine reference books on economic consumption contend that adver- 
tising burdens consumer costs.” Speakers also viewed themselves as under 
attack in popular culture by “novels full of vivid imagination which relate the 
hypothetical excesses of advertising men.” They argued that grade labeling, 
such as that supported by OPA advocates, would “eventually destroy” the 
American system and that any attack on advertising represented a “sinister 
propaganda tactic” designed to create “government control.” 

Proper education regarding brand-name goods would ensure that the 
public understood that any attack on advertising and brand-name goods rep- 
resented an attack on the American economic system. Operating under the 
premise that “the hidden secret is the happiness of possession,” the Brand 
Names Foundation sought to ensure that the public “understand as much 
as possible about how the American economic system works.” These ideas 
formed the basis of the “experiment” at Greenfield and a mass education cam- 
paign developed to convert the American public to the brand names system. 
Once converted, the American public would sell the brand names system, if 
“the brand names story should be told either in terms of benefit to the user or 
it should express a cogent, biting thought that will give ammunition to some- 
body who wants to argue our cause for us. There are hundreds and thousands 
and millions of such people in this country. Give them the ammunition and 
they will defend our cause.” Speakers stressed to advertisers the importance 
of capturing the loyalty of children. They argued that brand loyalty and the 
“habit of buying many nationally known brands” began in childhood and 
was often instilled by mothers. They asserted that “there were millions of new 
families founded in the war years” who could be enticed into supporting the 
brand-name system. They believed that “each individual’s preferences among 
the many products offered by industry begins in childhood” and must be 
“steadily augmented during maturing years through attention to advertising 


and through accumulated experience.””” 
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In the Public Relations Clinic, George McMillan, secretary, Bristol-Myers 
Company, spelled out how the foundation sought to spread the gospel of the 
brand name system. Based on meetings brand advocates held throughout the 
nation during the 1940s, the Brand Names Foundation had created a multi- 
pronged program that created a “pattern” to foster “a climate and atmosphere, 
an attitude of mind if you will, that is conducive to pleasant and efficient pro- 
duction and distribution in business.” On this note he addressed one issue 
rarely discussed by free enterprise supporters, the question of whether adver- 
tising of the brand name system constituted propaganda. He argued that if 
industry across political lines worked together in promoting the brand name 
system, it would not be propaganda; only if business lacked a united front 
then “the signature of one firm or of a manufacturer in itself might indicate 
an attempt to propagandize.” McMillan also stressed that companies should 
teach their employees about the brand name system. This group, he argued, 
represented the bulk of America’s consumers and workers and “the core of our 
whole competitive enterprise system.””! 

The Advertising Council provided one of the keynote speakers, Paul 
Ellison, who worked on the council’s Red Cross campaign. Ellison minced 
no words in stating that free enterprise served business interests and that 
industry leaders needed to convince the American public that it served them. 
He described a battle on the horizon. One that in order to win businesses 
they would need to continue using “economic power to further its own 
ends.” However, in his opinion, business still failed on one crucial front, “the 
important battle for the political system which guarantees the American way 
of doing business.” Ellison warned that if the American public lost “faith 
in either brand names or advertising,” they would lose faith “in the free 
enterprise system. ”?? 

The logic behind the idea that advertising revenue would guarantee a 
free press resonated with Cold War anxieties about state controlled media. 
The Brand Names Foundation insisted that the use of advertising and brand 
names to financially support the media ensured that the country retained 
freedom of speech. The media in the United States remained free “because 
advertising revenue supports them,” and “because the educational process of 
advertising brands and their distinctive features yields independent revenue 
to channels of information, the brand names language helps to guarantee to 
press and radio freedom from government domination.” 

However, in spite of lofty arguments about constitutional freedoms, the 
foundation offered no other justification other than the creation of rev- 
enue. They also did not address any possibility that if the media remained 
completely dependent on brand-name advertising revenue, advertisers and 
brand-name manufacturers would have an inordinate amount of influence 
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over the media since they had the power to withdraw financial support. The 
Brand Names Foundation stressed that advertisers and the media were all part 
of a network whose very existence was dependent on advertising and brand 
names: “radio, magazines, our cars and billboards, all are working partners 
with newspapers in creating and enlarging public demand for brand prod- 
ucts, and in building and supporting our top standard of living, and our 
still free economy.” It presented this network as a core component in main- 
taining American democracy, insisting that democracy went hand in hand 
with advertising and brand names and that “media are thus vitally interested 
in protecting the brand names system from attacks by the enemies of democ- 
racy.” Brand names, advertising, and the media were dependent on each other 
and “the future of advertising media is closely intertwined with that of the 
brand names system.” If they continued to work together, they would be 
successful “in fighting off socialist mediocrity.”” 

At the Advertising Media Clinic, National Broadcasting Company (NBC) 
executive George W. Wallace reminded his audience of media and advertis- 
ing executives that the American media played a vital role in facilitating the 
brand-name system. Media, magazines, newspapers, radio, and the emerg- 
ing potential of television, needed to “promote the Brand Names story.” For 
survival “mass media” must lead the battle to keep “a disillusioned, cynical 
public, such as we have today” from taking “the plausible bait of brand elimi- 
nation.” While he said that he thought advertisers understood the importance 
of brand-name advertising to themselves and to the American economy, he 
said that the media could invest more in encouraging “the Brand Names phi- 
losophy in advertising.” One way he felt it could be done was by “indicating 
what the media itself is doing to promote the Brand Names story.” Accord- 
ing to Wallace, the NBC worked closely with the Brand Names Foundation. 
Together, they created a record series about the brand-name philosophy. 
Done in 13 records, the NBC offered the series free to radio stations across 
the nation. According to Wallace, as of April 1947, 138 stations had accepted 
the NBC’s offer. He encouraged radio stations to use “publicity and exploita- 
tion stunts in helping to promote Brand Names.” He praised Baltimore, 
Maryland’s WBAL for hosting a “Brand Names Week,” and encouraged other 
radio stations to follow suit. To convert the nation to the brand name system 
of free enterprise, the media needed to launch an “all-out attack.” To expand 
on the tenets’ ideology behind the attack he turned the floor over to Hearst 
executive, H.J. Gediman. 

H.J. Gediman, regional manager from Hearst Advertising Service, of 
Hearst Publishing, described the need to support brand names to keep the 
American economy working. Gediman’s speech demonstrated that those 
espousing the free enterprise ideology feared that some business executives 
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still did not believe in free enterprise. Brand names alone, he argued, cre- 
ated America’s economic and political success. Gediman asserted that “the 
regular consumption of branded products has not only created but also sup- 
ports our great manufacturing status of today.” He also acknowledged the 
strictly self-serving purpose of supporting brand-name free enterprise: “the 
future of advertising media is closely intertwined with that of the brand names 
system. ”” 

Gediman stressed the parallel between American consumerism and 
democracy. Gediman told his audience that “democracy as we know it must 
be closely linked to the development of better products for the American 
consumer.” In terms of American democracy, “we can all agree that the brand 
names system has proven to be the best way of approaching this ideal.”” 
Choosing between brand names represented democracy, because “the perpet- 
ual concentration of this system on pleasing the individual buyer, and the 
acknowledgment of his freedom to choose or reject, is democracy incarnate.” 
Consumers needed to be treated as citizens; “ ...it is sound policy for the 
advertiser to include in his advertising the facts and philosophies of the brand 
names system so that the public will understand. In connection let me make it 
clear that I am talking about the public, not only as consumers and customers, 
but as citizens and voters.”” 

At Hearst, Gediman stated, a three-point treatment had been created to 
make sure that everyone clearly understood free enterprise and understood 
that the American way of life brought the greatest satisfaction to the greatest 
number of people. First, Hearst endeavors sought to bring about a “reaf- 
firmation of the belief that our kind of economic system and our kind of 
government is the kind that yields the most material and spiritual benefits 
for the most people.” Second, if one believed in “our kind of economic sys- 
tem and our kind of government,” then one needed to “accept free enterprise 
as an inseparable part of that system.” The final tenet asserted that keeping 
America running required advertising, claiming that “if we accept free enter- 
prise then we must accept advertising as a proved means of promoting the 
efficient operation of that system, a mechanism for selling more and better 
goods at lower cost to the consumer.””” 

At the conference, the Brand Names Foundation targeted department 
and grocery stores. By securing the allegiance of local sellers, small-scale 
retailers could remain seemingly autonomous, yet still fully endorse the 
brand-name system. Advertisers and major brand-name manufacturers feared 
national chain stores would have in-house labels that could undermine the 
use of national brand names. They hoped that stores would see that “the 
national brand is a necessity for volume and for profit.” The national brand- 
name producer creates “demand and goodwill” through “merchandize that 
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is consistently advertised by a reliable manufacturer under his own brand 
names in magazines, newspapers, radio and/or billboards.” This would make 
the job of the department stores easier, because national companies pro- 
vided them with advertising and display copy and stores would benefit from 
the “demand and goodwill already created by the manufacturer through his 
national advertising.””* 

While the direct influence of the Waldorf conference on the opinions 
and actions of participants cannot be determined, it unified retailers, man- 
ufacturers, advertisers, and the media around the use of brand names. The 
Brand Names Foundation urged executives to spread word across the nation 
and to focus on giving speeches at women’s clubs and at local Chambers of 
Commerce. This urging helped give rise to Greenfield’s Brand Names Cele- 
bration and helped finance other foundation initiatives. The autumn after the 
Waldorf conference, the foundation launched a major initiative to promote 
brand names and the brand name system to Americans. Latching on to an 
event proposed by the Chamber of Commerce in Greenfield, Massachusetts, 
the Brand Names Foundation created a template for a grassroots campaign 
designed to convince Americans to use brand name goods. Feeling the public 
still lacked full knowledge of what brands were and the role they played in 
the nation’s economy, the Brand Names Foundation wanted to ensure that 
Americans understood “the meaning of the word ‘brand’, and the benefits to 


the consumer of competition between brands.”” 


Greenfield 


Originally, the Greenfield Chamber of Commerce wanted to promote 
Greenfield business throughout the local region. It contacted the Brand 
Names Foundation, which quickly turned the project into a prototype for 
community education. While it had sponsored small events, the Greenfield 
project represented the first major test of the “consumer reaction to promo- 
tion of brand-name goods.” The foundation called the two weeks of events 
a “cooperative interpretation of the brand competitive system,” based on the 
belief that the way to avoid another Depression was “to sell on an unprece- 
dented scale.” Population 15,000, Greenfield served as a shopping center for 
55,000 suburban and rural customers.” Greenfield’s Brand Names Celebra- 
tion consisted of 15 days of events, from October 20 through November 5, 
1947, all organized around mass produced brand-name goods. The celebra- 
tion included fashion shows, sales classes for retailers, contests for women and 
children, cooking demonstrations with new electronic gadgets, a consumer 
school, and a day of celebrating the deep connections between the history of 
the country and the history of brand names.’ 
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The Brand Names Foundation called Greenfield a success, claiming that 
90 percent of the local stores participated and over 96 percent of the 
community were “aware” of the program. For the foundation, the purpose 
of the program was to “impress on Greenfield’s shoppers—the meaning of 
the word ‘brand,’ and the benefits to the consumer of competition between 
brand names.” It hoped that through “the experiment,” it could create “com- 
munity education” regarding “the full meaning of a brand name” and “the 
function of advertising.” The goal of the program was to educate citizens at 
all levels—from the consumer to the retailer to local manufacturers—about 
“the brand competitive system, and what it means to Greenfield.” The two 
weeks of events were designed “to tell the 55,000 consumers in the Greenfield 
shopping area in every way possible why it is better to buy products bear- 
ing brand names.” The foundation saw in Greenfield the “possibility of blue 
printing the entire program for the benefit of other communities throughout 
the country,” as well as the “opportunity to test the effectiveness of all our 
educational materials in one area, for a specific period of time.”” 

The brand-name activities, the advertisements, and the participant 
responses were carefully documented and studied. The foundation also filmed 
the week’s events. It, however, did not use the opinion of consumers to deter- 
mine the success of the program or to determine whether consumers believed 
in the use of brand name goods. Instead, in order to judge the effectiveness, 
it had local retailers keep records on how the events affected their business. 
This also served to further engage retailers in the week’s events.” 

After analyzing and improving on the weeks in Greenfield, the foundation 
put together a guide for other communities to implement similar campaigns. 
It claimed that Greenfield “pioneered a community project which average 
American towns from Maine to California can follow with wholly benefi- 
cial results.” Published as How Greenfield Did It... A Comprehensive Guide 
to Worthwhile Community Activity, the guide was distributed throughout the 
nation by the foundation. In the guidebook, the foundation claimed that 
“Greenfield set out to declare certain principles,” foremost among them the 
“fact that workers, management, retailers and salesman were actually partners, 
united in a common effort to bring the American consumer the highest stan- 
dard of living in the world.” The guide described the events as “an intensive 
community relations program built around the meaning of America’s well- 
known brand names.” It claimed the foundation chose to create activities 
around the use of brand-name goods because “every merchant and every con- 
sumer had a stake in this aspect of American industry.” Part of the package 
for creating your own local event included a promotional brochure, enti- 
tled “A Comprehensive Guide to a Worthwhile Community Activity... by 
the Consumers, Merchants, Manufacturers of an Average Town.” In spite 
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of the Brand Names Foundation distributing How Greenfield Did It nation- 
ally, other communities did not launch campaigns on the scale of the one 
in Greenfield. However, the Greenfield “experiment” did prompt many 
communities to host smaller brand-name events." 

The project was sold to the citizens of Greenfield as one of national scope 
and significance. For the town, the 15 days of “interesting and exciting events” 
were heralded by the local paper (Greenfield Recorder-Gazette) as “Greenfield’s 
Brand Names Celebration, That Will Make Greenfield Famous Through- 
out the Country.” The local paper claimed that “the Eyes of the Nation Are 
on You” because “what you people in Greenfield are doing is inspiration for 
thousands of communities across the nation.” Like the Advertising Coun- 
cil’s “Miracle of America,” the Brand Names Foundation claimed labor and 
management were not at odds and could find further agreement and coop- 
eration by embracing free enterprise. Local ads stated that successful national 
brand names result from “the faith of millions who trust these symbols has 
been won through the efforts of management and workers alike.” Regarding 
the use of brands, the local paper stressed that “the challenge to every indi- 
vidual in Greenfield is to keep the pledges expressed by these symbols; and 
as we assure citizens of other communities of ever-better workmanship, we 
assure ourselves of steady employment, happy homes, good schools, and a 
good community in which to live and work.” 

Between the community organizers in Greenfield and the Brand Names 
Foundation, 600 invitations went out across the nation, of which 300 
“representatives of national publications, advertisers, wholesalers and man- 
ufacturers” were expected for the first week. According to the foundation, 
“350 national advertisers” sent “special display material” and “living trade- 
marks.” This material ranged from speakers to films to other promotional 
activities solicited through letters sent out by the Brand Names Foundation 
and local Greenfield retailers. Local organizers and the foundation also sent 
out press releases to national newspapers and magazines. The Brand Names 
Foundation told the national business community that through the program 
“the foundation will learn the best methods of making brand name products 
popular.” Leading executives in sales and advertising went from New York to 
Greenfield for the purpose of evaluating “the effectiveness of the program 
to stimulate larger scales and profits for merchants, lower inventories but 
faster turnover for business generally.” Upwards of 300 “representatives of 
national publications, advertisers, wholesalers and manufacturers” came into 
Greenfield during the first week of the Brand Names Celebration to study the 
community activities and participate in activities.*° 

Like the Advertising Council, the Brand Names Foundation helped create 
a full template of prepackaged advertising. The advertising manager of the 
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local paper worked with the Brand Names Foundation “in preparing copy 
and layout.” Throughout the two weeks, the local paper and radio advertised 
the daily events. The local radio station, WHAI, ran “news broadcasts” with 
“up-to-the minute information” on the program. It also ran musical programs 
called “Brand Names in Music” and “Folk Music Festival” that connected 
brand names with popular music. The local radio also promoted several 
contests.*” 

The local newspaper helped coordinate the events by carrying advertise- 
ments, articles, and event schedules and printing up over “2,000 form letters.” 
For every day of the program, the Greenfield Recorder-Gazette ran the slogan 
“Greenfield Sponsors America’s Brand Names” on the masthead and covered 
all the events. All advertisements for the events were required to carry the 
slogan “Greenfield Sponsors America’s Brand Names.” Advertisements run- 
ning in the newspaper stressed the national and international connections 
the brand names created, with slogans such as “millions of people throughout 
the world buy Greenfield Brand Names because these products are impor- 
tant to their welfare, comfort, and happiness.” The advertisements put forth 
the free enterprise idea that advertising and brand names were the route to 
national prosperity:”* 

The advertising campaign also rooted brand names deep in American his- 
tory; one ad ran with the title “Backed by 155 Years of Service.” It reminded 
audiences that the “Greenfield Recorder-Gazette Is a Brand Name” and that 
“almost anything worthwhile has a Brand Name.” The ad conveyed America’s 
historic spirit of individualism, stressed the importance of advertising and 
brands for employment, and equated them with freedom. Part of the copy 
claimed “that brands and advertising stabilize employment—the Brand sys- 
tem and advertising provide maximum opportunity for free choice and the 
satisfaction of individual choice.” Some ads depicted the consumer republic. 
They framed the consumer and the citizen as one and the same and equated 
democracy with purchase power. When the Greenfield Recorder-Gazette ran 
the ad, it also had text that asserted that brand names get elected on a more 
regular basis than politicians. In politics, the ad claimed, “candidates come up 
for election every 2, 4, or 6 years,” whereas “brand names are up for election 
every hour every day.” The ads also reinforced the theme running through 
Brand Names Foundation and Advertising Council events throughout the 
mid-1940s that advertising and brand name goods would eliminate labor dis- 
putes, with statements such as “the faith of millions who trust these symbols 
had been won through the efforts of management and workers alike.” 

The local paper also emphasized the global significance and global con- 
nections of American brand-name goods, for instance, the advertisement 
“Millions of people throughout the world buy Greenfield Brand Names” 
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emphasizes the connections between the consumers of Greenfield and 
the consumers around the world. One of the advertisements run by the 
Greenfield paper showed the citizens of Greenfield how mass produced 
goods connected them to the world. The copy read, “When Greenfield Goes 
Traveling.” It stated that “many of us don’t get out of town very much” 
and internationally distributed brand names allowed “a little of us is on the 
shelves of stores, in the shops and in the homes in all the states and in many 
countries.” This process connected individuals around the globe, because 
“regardless of the kind of work we do, these names are our symbols tying 
us to the daily lives of all the world.” The brand goods produced by local res- 
idents helped make the world a better place because “wherever these names 
go, they stand for the best in all of us. In places thousands of miles away, 
they are Greenfield doing its proud part in the service of human needs and 
happiness.”“° 

To engage local industry leaders, the Brand Names Foundation gave 
awards, “Certificates of Public Service,” to brand-name manufacturers 
throughout Greenfield’s Franklin County. In June 1947, the foundation 
issued a list of America’s historic brands called “43,000 Years of Public Ser- 
vice: A Roster of Product-identifying Names Used by the American Public for 
50 Consecutive Years or More.” The list situated the brand name in the land- 
scape of American history, claiming that American brand names predated 
the nation. It listed six brands that predated the nation—Cherry Richer, 
1705; Crosse & Blackwell, 1706; Royal Worchester, 1751; Wedgwood, 1759; 
Britannica, 1768; and Spade, 1770. The same year the Brand Names Foun- 
dation awarded “Certificates of Public Service” to American companies with 
brand names of “50 years or more.” The certificate recognized both indi- 
vidual brand names and the entire system of brands, which the foundation 
claimed had served the American people since colonial times. The certificate 
stated, “In Recognition of Continuous Service to the American People since 
1705." 

Like the Waldorf Conference, Brand Names Foundation considered retail- 
ers a vital part of the brand-name mission. Retailers not only kept detailed 
records for the Brand Names Foundation to use for analysis after the events, 
but they also hosted displays by national manufacturers. During the last three 
days of Greenfield’s Brand Names Celebration, 22 manufacturers set up win- 
dow displays in Greenfield’s retail shops. This proved to be so successful that 
the retailers and the national manufacturers planned to do the window dis- 
plays annually. For Greenfield’s Brand Names week, the foundation “advised 
national advertisers, advertising agencies and media of Greenfield’s plan and 
suggested they cooperate with their most effective merchandising aids.” The 
foundation served as a “liaison” between Greenfield and “national advertisers 
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and media and the outside press.” The foundation organized training ses- 
sions for retail clerks called “Salesmanship School” prior to the events to 
train them for the activities. Local retail stores also competed in “window 
display contests” judged by Brand Names Foundation representatives. Henry 
Abt, Brand Names Foundation president, told retail store clerks, “You are 
the American system,” because they were in a direct position to convince 
a customer to purchase a brand-name good or a non-branded good.” He 
also told retailers that how they approached female customers was crucial 
for the brand-names system because “What she thinks of the American sys- 
tem depends to a considerable degree on what sales personnel do behind the 
counter.” The final day of the Brand Names Week ended with 300 retailers 
receiving awards. 

Like other campaigns for a system of free enterprise based on advertising 
and brand names, the Greenfield celebration rooted brands and advertising 
in the history of the nation through “Old Home Day.” The day celebrated 
the town of Greenfield before “industrial development and modern brand 
competition began to change the life of this country.” The foundation also 
attempted to incorporate positive race relations through brand names. As part 
of the Old Home Day’s events, it invited the African American spokesperson 
for Aunt Jemima syrup to come into town. Advertisements for the events 
urged audiences to “see Aunt Jemima arrive in an ancient motor vehicle on 
Friday and Saturday morning.” The description, however, reinforced racial 
stereotypes of the time: “Aunt Jemima of pancake fame is the genial, jolly 
mammy who for years had cooked up the best dog gone pancakes and buck- 
wheat cakes ever set on the table.”“* The foundation’s attempt fell far short of 
that done by the Advertising Council with the Freedom Train. 

Demographically, the primary focus for the Brand Names Foundation 
education programs was women and children. The foundation wanted to 
reach young children and “impress them with the importance of brand 
names.” It primarily targeted women, because of the belief that women 
did most of the household shopping. The foundation called women the 
“family purchasing agent,” and events were gender specific. Activities were 
structured around the idea of a gendered economy. For men, the events 
included two auto shows of new cars, one “Ancient Auto Show,” and General 
Motor’s “Preview of Progress” that featured “a demonstration of electronic 
cooking and explanations of atomic energy, jet propulsion, infra-red light- 
ing and butyl rubber manufacture.” For women, there were fashion shows, 
“electric cooking demonstrations,” “consumer schools,” and gender-specific 
contests. *” 

Targeting women was such a significant part of the Brand Names Foun- 
dation that it created “The Women’s Club Division of the Brand Names 
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Foundation.” This division helped prepare the literature that went out to 
women’s clubs and to school home economics departments. The foundation 
also developed “wall charts, one-act plays and folders on the economics of 
today’s buying” and provided educational material for women’s clubs and 
libraries such as charts and study material about the “economics of today’s 
buying.”“* Since the late nineteenth century, Good Housekeeping, the women’s 
magazine, helped introduce mass production to American women through- 
out the country. It was also a member of the Brand Names Foundation. 
One ad for women in the Greenfield Recorder-Gazette headlined with the 
copy, “To Justify Your Faith.” Its message to the women of Greenfield was 
to trust only the nationally advertised brand names because “Brand Name 
Merchandise is investigated or ‘pre-used’ so that you may buy with confi- 
dence those products which have earned the famous Good Housekeeping 
Guarantee Seal.”” 

Two of the major events for women were the Brand Names Queen con- 
test and the consumer school.” The contest featured five days of elimination 
quizzes. The winner represented the “woman who was most alert to the 
progress of American industry as presented in local and national advertising.” 
The newspaper ran the title, “You Can Be Greenfield’s Brand Names Queen,” 
and called the event the “grand climax to Greenfield sponsors America’s Brand 
Names.” Contestants answered questions about brand names in a succession 
of elimination rounds. The panels of judges asked questions such as “ “The 
flavor lasts’ is the slogan of what product?” “What are “Keds?” The foun- 
dation crowned the winner “Brand Queen” and gave her $1,500 worth of 
national brand-name retail goods.”! 

The adult consumer school was held during the day making those in atten- 
dance far more likely to be women. The goal of the adult education program 
was “to provide the consumers of Greenfield up-to-the-minute information 
on buying in fields of merchandising which affected the home.” Though the 
event was held at the Chamber of Commerce, the Brand Names Foundation 
completely organized it. It claimed the average daily attendance was “over 
900,” at the four day, two hour a day classes.” The local paper reported the 
attendance at 650 for the first two days. To attract people the foundation used 
the popular advertising technique, the free give away—‘5 prizes awarded” at 
the end of each session; everyone who attended received a “bag of ‘give-away’ ” 
that included “soap flakes, foods, cereals, and advertising matter.” The classes 
were taught by employees of major national brand manufacturers and pub- 
lishers, emblematic of the network surrounding advertising and brand names. 
For example, Ruth Casa-Emellos, assistant food editor from the New York 
Times, taught “Patriotic and Practical Meal Planning.” Alyce Dunshee, resi- 
dent stylist at the McCall Corporation, hosted a “Happy Holidays—Fabric 
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Fashion Show.” La Verne Johnson, director of field activities, Revlon Prod- 
ucts Corporation, taught “Individualization in Your Make-Up.” A.J. Norris 
Hill from the Retail Trade Extension of Hearst Magazine discussed “What the 
Good Housekeeping Seal Means.” One of the few sessions not solely targeting 
women featured a discussion on “Home Insulation” by Robert V. Donnelly 
of the Wood Conversion Company who promoted press-board.* 

The literature directed at children also taught the gendered economy. 
Activities for children represented one of the most important parts of the 
Greenfield campaign. The ability to reach young consumers and shape their 
taste and their desire for brand-name goods from a very young age was con- 
sidered a vital part of the future of brand-name goods. The superintendent 
of the Greenfield schools worked closely with the Brand Names Founda- 
tion and required students to participate in Brand Names Week programs. 
The foundation provided educational kits for the local schools. These were 
targeted primarily at home economics classes, since the foundation was oper- 
ating under the premise that girls would be the ones in charge of most 
household production. The kits included “buymanship charts” and “study 
material” for high school home economics classes and “marks of merit” for 
elementary students. The kits included 25 by 41 inch wall charts that illus- 
trated “the meaning of brand names, how they help people to shop, principles 
of good budgeting and other essentials which are requisite to intelligent buy- 
ing.” Junior high and high school girls participated in classes about “good 
buymanship.” 

The school activities and kits, however, did not target teenage girls exclu- 
sively and provided activities for school children of all ages. Foremost, the kits 
were designed to teach all school age children the meaning of brands. “What 
is a brand name?” the literature rhetorically asked the children, providing the 
answer as “the word or symbol a manufacturer places on his product. You 
identify this product by that word or symbol.” One hundred and fifty home 
economics students between the ages of 13 and 17 used foundation charts 
and “other educational materials on brands.” They also participated in discus- 
sion groups such as “how competition between brands helps the consumers.” 
Over 1,000 students saw the Brand Names Foundation film, Marks of Merit, 
which demonstrated the virtues of brand names in America. Marks of Merit 
targeted social science students, drawing an analogy between the heraldry of 
knighthood and the trademarks of industry. Outside of the schools, the Brand 
Names Foundation reached children through the library and through con- 
tests. To educate adults and children, the Brand Names Foundation set up an 
exhibit at the local library of “charts and other educational material.”** Chil- 
dren under the age of 13 participated in a contest called “Round the Clock 
with Rocky and Ruthie.” The foundation called the book a “playbook,” in 


64 e Advertising in the Age of Persuasion 


which children collected advertisements and trademarks from magazines and 
newspapers and pasted them in the books. The local newspaper also included 
cartoons for children featuring “Billy Brand.”” 

The Brand Names Foundation viewed the week of events in Greenfield to 
be a success. The New York Times reported it increased sales at least 30 percent 
and as much as 100 percent. The paper reported the event was “more success- 
ful than anticipated.” Surveys conducted before and after the program by Fact 
Finders Associates reported that “before the program started 32.2 percent” 
of those interviewed “believed that advertising increased the cost of goods.” 
This figure dropped to 23.5 percent by the end of program. Before the pro- 
gram 37 percent of those questioned “believed mandatory grade labeling of 
goods by the government would benefit the consumer.” After the program, it 
was down to 23.5 percent. “The frequent allegation that advertising confuses 
customers” dropped from 26 percent to 16.9 percent. However, more signifi- 
cant than public opinion the “national brand proportion of over-the-counter 
retail sales” increased “from an average of 68% to an average of 84%.” The 
Brand Names Foundation included its “critical appraisal” of the Greenfield 
events in the guidebook How Greenfield Did It...A Comprehensive Guide to 
Worthwhile Community Activity. It determined that the week’s events should 
begin with a “well-publicized parade” or a “giant mass meeting.” The local 
town leaders and politicians should make a “community-wide proclamation.” 
The foundation also determined that local campaigns needed more effective 
or “accurate” campaigns. It concluded that “Greenfield Sponsor’s America’s 
Brand Names” proved too confining and did not reflect the “broad, educa- 
tional purposes of the program.” As a result, the Brand Names Foundation 
chose the slogan “Parade of Progress” for other events and included it on all 
material the Brand Names Foundation provided other towns.”° 

The Brand Names Foundation distributed How Greenfield Did It to 
“chambers of commerce, publishing and advertising groups” across the coun- 
try. In order to help other communities prepare local events, it provided a 
complete chart of all the planning stages, “educational materials, publicity 
and visual aids,” as well as helped with “booking speakers for sales instruction 
classes” and arranging “suitable programs for consumer classes, style shows, 
product demonstrations, special exhibits and lectures on home economics 
and home decorating.” The Brand Names Foundation provided all event 
planning and materials free of charge. It also distributed the films taken of the 
“Greenfield test.” The first screening of the documentary occurred in January 
1948.7 

Together with advertisers and manufacturers, the foundation also created 
“cooperative institutional advertising,” six full-page ads about the virtues 
of brand names, placing the “value of the brand competitive system in 
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hometown terms” to create “better informed consumers.” The Brand Names 
Foundation also prepared radio broadcasts, short segments about “brand 
names and today’s shopping.” It distributed free educational material. The 
foundation provided home economics classes throughout the nation an eight- 
page folder entitled “Review of Good Buymanship Principles.” It described 
the “steps in good buymanship” and “how the brand competitive system oper- 
ates to aid the consumer, outlines the principles of good budgeting, and in 
general provides much useful data for the future homemaker.”** For younger 
children, the foundation gave away free copies of “Around the Clock with 
Rocky and Ruthie.” For older students, it provided the “Review of Good 
Buymanship Principles” and the film “Marks of Merit.” For women’s clubs, 
it provided a special package to help them put together “programs dealing 
with the economics of today’s buying,” because “among your community's 
important opinion forming groups are the members of your women’s organi- 
zations.” For the press, it would provide a sample press release, and a series of 
historical cartoons called “The Brand Family,” describing “the development 
of American industry.” 

For retailers and department stores it provided guides (called “Plus Profit 
Power—In Your Brand Names Policy” to help them advertise national name 
brands) and sample posters. The window posters created by the foundation 
reinforced the theme that brand-name goods connect small town Americans 
with people all over the nation and the world. One poster stated that “millions 
of people throughout the world use these brand names to ask for products 
important to their welfare, comfort and happiness.” The posters stressed that 
the only way for consumers to receive accurate information about products 
was through advertising and they also stressed that the brand name rep- 
resented both the company and all those who worked for it. The posters 
reflected the foundation’s goal as being to create “A United Community” 
around the common consumption and production of brand-name goods. 
The posters claimed that brand loyalty was the duty of every American and 
every American institution. The foundation provided a file in the blank 
pledge for local officials and argued that “the broad civic partnership” forged 
by the brand-based event in Greenfield demonstrated “a new sound and 
objective comprehension of the value in our system of free, competitive 
enterprise.””” 

The foundation claimed that the citizens of Greenfield were now “Better 
Informed Consumers” and “common economic fallacies and misconceptions 
have less credence in Greenfield now. For this program has given shoppers a 
head start toward a keener insight into the values of the brand competitive sys- 
tem and advertising.” The program in Greenfield did more than just promote 
advertising and brand names, it created a sense of civic and community pride. 
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According to the Brand Names Foundation, Greenfield became a “United 
Community,” and “a town in which every group recognizes the value of team- 
work.” Most significantly, it was a community based on free enterprise being a 
system of advertising and brand-name goods. As the guidebook stated, “This 
broad civic partnership is based on a new sound and objective comprehension 
of the values in our system of free, competitive enterprise.” 

As the Freedom Train crossed the nation, American towns and small cities 
followed Greenfield’s example and hosted brand-name events. The Brand 
Names Foundation reported 25 communities that created brand events, 
including Falmouth, Massachusetts; White Plains, New York; and New 
Brunswick, New Jersey. The first major event based on the Greenfield experi- 
ment occurred in White Plains, New York, and was announced by Henry Abt 
in February 1948. The ten-day program scheduled for May 1948 used the 
slogan “Best in the Land When You Buy a Brand.”® At the Second Annual 
Brand Names Day in March 1948, again held at the Waldorf, hundreds of 
advertising, media, and public relations executives listened as L.R. Boulware 
from the General Electric Company raised the call to use the “principles and 
practices” used “in building faith in brand names” to convince employees 
to be enthusiastic and productive. In April 1948, 200 “variety chain store 
companies,” which owned upwards of 6,000 stores nationally, held “national 
brands week.” The same month “thousands of stores” across the country 
ran campaigns promoting national brands. The campaigns emphasized that 
national brand names lowered the cost to the consumer.“! 

For the following decade, the Brand Names Foundation continued to 
place brand names within an international context and connect advertisers, 
brand-name manufacturers, and major media outlets. In 1949, the vice pres- 
ident of The New York Times, Major General Julius Ochs Adler, was elected 
vice chairman of the board for the Brand Names Foundation.” The same 
year John Foster Dulles spoke at the Brand Names Foundation luncheon on 
April 12. He discussed the problems faced by the United Nations because it 
had not properly branded itself. In 1950, a study conducted by the National 
Family Opinion, Incorporated, concluded that the work of the Brand Names 
Foundation had created “brand loyalty,” and the “reliability, authenticity, 
conditions favorable to high inherent value, and the convenience of nam- 
ing the brand become more and more generally appreciated by the general 
public as a result of the program of Brand Names Foundation.” The foun- 
dation helped cities set up Brand Names Weeks throughout the 1950s. Henry 
Abt personally helped Burlington, North Carolina, prepare one for the fall of 
1950. By the late 1950s, 100,000 stores had participated in Brand Names 
Weeks. All the promotion material was still prepared by the Brand Names 
Foundation and distributed through its network of advertisers and media. 
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The Brand Names Foundation’s campaigns remained continuous and year 
round well into the 1950s, as did its expansion of the network through the 
giving of awards.” 

In 1956, the foundation published a “Roster of the Sponsors of Brand 
Names Foundation, Incorporated, Their Brands, Products and Services” that 
contained names of all the important American brands and the compa- 
nies that manufactured them. In addition, it provided a summary of the 
foundation’s organizational structure. On the state level, the foundation 
included representatives from almost every state in a retail advisory coun- 
cil. The national Board of Directors and officers included executives from 
the Columbia Broadcasting System, Mutual Broadcasting System, Motorola, 
Inc., the Curtis Publishing Group, the Coca Cola Company, the National 
Association of Radio and Television Broadcasters, and the major advertis- 
ing companies and organizations, such as Young and Rubicam, McCann- 
Erickson, the Association of National Advertisers (ANA), the American 
Association of Advertising Agencies (AAAA), and the National Association 
of Transportation Advertisers. The publication demonstrated that while the 
organization had national support from American manufacturers, the media, 
and advertising agencies, it still needed to create national advertising and 
broadcasting. Almost ten years after Greenfield, the perpetual campaigning 
suggested that the use of brand names had not become universal. In the 
1960s, thousands of companies belonged to or supported the Brand Names 
Foundation. However, the foundation continued to run ads teaching that “a 
brand name is a maker’s reputation” and “practical folks buy brand name 
products.”°” 

Selling the value of the brand name to the American people represented 
a significant step in the adoption of free enterprise capitalism. The exper- 
iment in Greenfield provided an opportunity to shape a community and 
create common bonds around brand names. The Brand Names Foundation 
conferences for retailers and executives countered the idea that the success 
of American capitalism lay with individual small business owners. Instead, 
brand management allowed for large corporations to create lower-cost goods, 
which helped local retailers and the public. The Brand Names Foundation, 
like its counterparts, the Advertising Council and the American Heritage 
Foundation, hoped that use of brand names and the principles of brand 
management would unite America to the world through brand-name goods. 
As the Freedom Train crossed the nation and the Brand Names Foundation 
attempted to turn brand-name buying into a national community activity, 
the council helped the Truman administration incorporate advertising and 
public relations techniques into the Cold War struggle. 
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CHAPTER 4 


“Advertising—A New Weapon in the 
Worldwide Fight for Freedom” 


of communism became the focus of U.S. foreign policy. Cold 
War policies favored the expansion of American businesses and the 
advertising-based model of free enterprise as envisioned by the Advertising 


A s the Cold War progressed through the late 1940s, the containment 


Council, and both became increasingly more intertwined with American 
foreign policy and the national security apparatus. The council’s “invisible 
hand,” the bipartisan coalition of businessmen and politicians, extended into 
American foreign policy, helping to form the basis of what would come to 
be labeled as public diplomacy decades later, and helping brand the nation 
around the globe.’ Many council members wanted to grow their businesses 
and the system of free enterprise capitalism around the globe before World 
War II, and the image of the Iron Curtain descending upon the world’s 
markets preventing that growth gave new urgency to their goals. 

After the war, council members lost no time looking to expand busi- 
ness overseas with a world trade campaign coordinated with the government. 
As Congress and the Truman administration implemented Cold War legisla- 
tion and policy throughout the 1940s, the council continued as the American 
government's primary advertising agency. When the United States gave aid 
to war-torn Europe through the Marshall Plan, the council helped create a 
brand for American foreign aid. When the National Security Act restruc- 
tured the U.S. Armed Forces and created the National Security Council, 
the Advertising Council helped explain the restructuring to the American 
public. When the overseas information act, the Smith-Mundt Act of 1948, 
provided a permanent federal structure to overseas broadcasting, such as the 
Voice of America (VOA), and overseas information, and expanded educa- 
tion exchanges under the Fulbright Act of 1946, the Advertising Council 
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worked with the Department of State to help business overseas advertise the 
United States.’ 

Free enterprise advocates and Advertising Council participants such as 
J. Walter Thompson, Eastman Kodak, and Time-Life, supported the expan- 
sion of American business overseas long before World War II. They continued 
urging American businesses to expand overseas throughout World War II. 
As the war ravaged Europe, Time-Life editor Henry Luce declared the twen- 
tieth century the American Century. Luce boasted of being “a Protestant, a 
Republican and a free enterpriser,” and ardently supported “free enterprise 
and internationalism.” Luce’s Fortune magazine promoted “open door” poli- 
cies that linked “economic growth and overseas markets.”* This sentiment 
underpinned the World Trade campaign and companies as they expanded 
overseas. He insisted that the United States was the political and economic 
model other nations should follow and urged Americans to provide economic 
and political leadership to the world. By the mid-1940s, the containment of 
communism provided new urgency to that expansion. 

In a confidential 1945 report, “The International Operations of the 
J. Walter Thompson Company, Analysis of an Expanding Venture with Pol- 
icy Recommendations,” Carroll Wilson of the J. Walter Thompson Company 
detailed ways to expand its advertising business into more foreign markets as 
nations recovered from World War II. Wilson concluded that the J. Walter 
Thompson Company had “attractive opportunities to build a stronger agency, 
through the mass-marketing of its services in foreign countries.” The report 
urged the company to continue training “foreign managers” in “American 
advertising methods,” but it should also employ American citizens. According 
to Wilson, “the underlying trends affecting advertising—trends in popula- 
tion, literacy, and buying power—are probably more favorable in most of the 
Company’s present international markets than they are in the United States.”* 

After the war, J. Walter Thompson nurtured radio and the development of 
television in Mexico, Central, South America, and the Caribbean.’ In 1946, 
Procter & Gamble introduced the laundry detergent Tide, its “most impor- 
tant new product since Ivory,” and one of the products that helped Procter & 
Gamble establish new markets around the globe. In 1948, brand manage- 
ment creator, Neil McElroy, became the head of Procter & Gamble and 
the company established an Overseas Division. It created its “first subsidiary 
in Latin America” in Mexico and the first on the “South American conti- 
nent” in 1950 in Venezuela. By the mid-1940s, Kraft, Kellogg, Kodak, Pan 
American Airlines, Delmonte, General Foods, Colgate-Palmolive, Standard 
Brands, International General Electric, and Libby were doing business in 
South America and the Caribbean.° J. Walter Thompson also worked with 
the Reader’s Digest Spanish publication SELECCIONES and Ford Motor 


in Peru, Colombia, Venezuela, Puerto Rico, Cuba, Mexico, and Argentina, 
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and the company sold tractors in Guatemala City.” By 1950, J. Walter 
Thompson's clients in South America included Procter & Gamble, Ford, 
Chesebrough, Pepsi-Cola, Rolex, Reader’s Digest, Kodak, Standard Brands, 
Kraft, Kellogg, Goodrich, and Parker Pens. Not only did companies expand 
into South America and Europe, with the help of the Marshall Plan, but they 
also expanded into Africa, the Middle East, India, and the Far East. By 1948, 
American companies invested approximately $1.5 billion in other countries 
with the oil industry representing one of the major industries in which they 
invested." 

At the same time that American businesses renewed their expansion into 
foreign markets, the federal government continued providing information 
about the United States in other countries. During World War II, to counter 
Axis propaganda, the United States dropped leaflets and created posters, car- 
toons, newsreels, and radio broadcasts. After World War II started in Europe, 
President Roosevelt created agencies to counteract Axis propaganda. These 
included the Coordinator of Inter-American Affairs (CIAA), the Office of 
Facts and Figures, the Office of Government Reports, and the Coordina- 
tor of Information (COI). In 1941, the CIAA leased radio broadcast towers 
in South America. During World War II, President Roosevelt created the 
VOA to broadcast radio in Europe. Beginning in February 1942, the United 
States broadcast the VOA to Europe in French, Italian, and English. From 
1942 through 1945, James Webb Young and the J. Walter Thompson Com- 
pany worked with newspapers, magazines, and radio broadcasters in Latin 
America to “counteract Axis propaganda.” Working with the CIAA, J. Walter 
Thompson helped American businesses advertise across these media through- 
out Latin America. In December 1945, the CIAA broadcast services and the 
VOA became a part of the Department of State.’ 

In June 1946, the State Department issued a manual about the “Oper- 
ations for the Division of Libraries and Institutes,” which stated, “The 
objective of the United States Information Libraries is to provide foreign 
communities and solidly documented explanations of the United States, its 
people, geography, culture, science, government, institutions, industries and 
thinking: in short the American scene.” In August 1946, President Truman 
signed the Fulbright Act, which formed the Fulbright Program of interna- 
tional education exchanges. Created by Senator James Fulbright (Democrat 
from Arkansas), the Fulbright Program initially created grants and scholar- 
ships for educational exchanges between the United States and its World 
War II allies. 

Later the same month, Time-Life executives, Advertising Council mem- 
bers, and Department of Commerce and Department of State representatives 
conducted a series of meetings to organize a “World Trade” campaign. Among 
those present at the meetings were Charles D. Jackson, Henry Luce confidant 
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and Fortune editor; Theodore Repplier, Advertising Council president; and 
Charles W. Jackson from the War Mobilization and Reconversion office. 
Repplier insisted that the campaign “demonstrate that world trade is vitally 
important in the lives of the average citizen.”'' From the meetings, they 
reached the common goals of making sure that Americans believe that “their 
futures will be better with more world trade,” that Americans support “the 
steps essential to this development,” and that overall the campaign would 
create “a crusading zeal in many quarters for development of world trade.” 
Dr. George Gallup, of the famed Gallup poll, offered to “conduct public 
opinion polls on world trade” before the campaign started.'* They chose as a 
campaign slogan, “Our Future Will Be Better with World Trade” and set out 
to conquer “2 billion new, potential customers over the world.” The Advertis- 
ing Council created a “campaign guide” with “sample ads,” “sample posters,” 
and “advice on radio cooperation.” In 1947—1948, full-page ads ran in 23 
magazines, including Time, Life, Fortune, and the “international editions of 
Time-Life and Newsweek.”'? 

C.D. Jackson of Time-Life coordinated the campaign with the help of 
Compton Advertising, Inc. The council described the campaign as based 
“in the belief that expanded foreign trade is essential to American prosper- 
ity and that world prosperity is largely dependent on the prosperity of the 
United States.” The campaign poster featured the globe with an exaggerat- 
edly large, but typical small town American Main Street wrapped around the 
globe. The text with the image projects a global economic vision exclaim- 
ing “look... how Main Street Has Grown! . . . Part of Every Dollar You Get 
Comes From World Trade!” The council organized the publication and dis- 
tribution of 20,000 campaign guides that explained “why business should 
support the World Trade Campaign not only in the interest of the world but 
of business itself.”"4 

As the decade progressed, the Cold World created greater urgency for 
expanding American businesses overseas. The council described communism 
in Eastern Europe as “a threat to the world’s security that became clearer with 
every passing month.” Advertising industry trade press, Tide, covered a cam- 
paign conducted by Westinghouse on “selling the U.S. system abroad,” and 
urged advertisers to sell the system at home and abroad. By 1948, the coun- 
cil argued, Americans recognized their need to be part of a global mission. 
In the council’s report for March 1947 to March 1948, “What Helps People 
Helps Business,” the council said that “it dawned slowly on the people of 
the United States that help for Europe was no longer Santa Claus stuff, but 
a grim matter of our own self-interest.” As a result, the council claimed that 
“all these tensions—economic, ideological and emotional—were reflected in 


the campaigns.” 
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Increasingly, American policymakers viewed the spread of the American 
economic system of consumer capitalism as vital to American security. 
In March 1947, President Truman announced that the United States would 
provide assistance to countries threatened by communism (the Truman 
Doctrine). The president made his first request on behalf of Greece and 
Turkey. In the Truman Doctrine, “Recommendations on Greece and Turkey,” 
Truman urged the nation to accept that “at the present moment in world his- 
tory nearly every nation must choose between alternative ways of life.” He 
argued that the “evil soul of poverty” nurtured totalitarianism and that the 
United States should assist nations in choosing democracy “primarily through 
economic and financial aid.”!6 

In 1947, the Advertising Council took on several international projects. 
Council members began meeting with the State Department to create an 
overseas information program.” The council also began using foreign aid 
as larger public relations for American business and the American system 
of advertising-based capitalism. It launched the foreign aid campaign on 
behalf of CARE. The nonprofit Cooperative for American Remittances to 
Europe, Inc. (CARE) represented 27 agencies involved in foreign aid. CARE 
raised money from the American public to send boxes of clothes and food to 
Europe. The organization and the council’s campaign received endorsements 
from the Department of State and the White House. The council claimed 
that in the first year of the campaign, CARE packages shipped increased from 
175,000 packages per month to 300,000. The council continued to promote 
CARE until 1957, claiming increases in donations throughout the 1950s.'* 

At the same time that the Advertising Council worked on the CARE 
campaign, the legislation that became the Marshall Plan and the National 
Security Act worked their way through Congress. In June 1947, Secretary 
of State George Marshall delivered a speech at Harvard University that 
described a plan for the United States to assist Europe in recovering from 
the war. By 1948, Marshall’s plan had been formalized as the Organization 
for European Economic Co-operation (OEEC) under the administration 
of the European Cooperation Administration (ECA). Under the Marshall 
Plan, the United States gave economic and technical aid to Europe and 
helped American businesses invest in Marshall Plan countries. The Advertis- 
ing Council helped by branding goods provided by the ECA. The “stars and 
stripes emblems” also had the phrase “for European Recovery: Supplied by the 
United States of America,” and the brand was emblazoned on all containers. 
Also, in 1947, Truman signed the National Security Act, “a comprehensive 
program for the future security of the United States”! The act established 
the Central Intelligence Agency (CIA), created the National Security Coun- 
cil, and reorganized the armed services. In response to the Soviet Union, for 


74 œ Advertising in the Age of Persuasion 


the first time in U.S. history, President Truman had created a permanent 
peacetime agency for gathering foreign intelligence. 

In the fall of 1947, the Advertising Council held a “ ‘Secret’ Confab” 
with the federal government. Over 100 American advertising and business 
executives met with federal officials at the White House for “off-the-record” 
discussions regarding the Marshall Plan. The council conducted a study on 
behalf of the State Department regarding the overseas information aspects of 
the Marshall Plan. Not only was the Department of State concerned about 
how Europeans perceived the aid, it wanted to ensure that Americans could 
help keep “brand names alive in territories that cannot currently be served.” 
The council especially studied the Friendship Trains that delivered American 
food assistance to Western Europe and employed visual branding similar to 
the Freedom Train. Clearly marked as from the United States, as the Friend- 
ship Trains crossed Europe, they created the impression of goodwill. The 
council studied the response in France, which it declared a “warm recep- 
tion” and found encouraging. It concluded that the State Department should 
help maintain “a continuous flow of facts to Europe showing the scope and 
importance of American aid.””° 

In 1948, advertising and brand names became a vital part of the Cold War 
and American foreign policy. The Advertising Council became “the liaison 
organization between the Department of State and those American adver- 
tisers with contacts overseas.””! The overarching theme for the 57 projects 
that the council implemented for 1948 “increased public knowledge of the 
American economic system and counter-action of anti-American propaganda 
overseas.” According to the New York Times, “decisive gains in the ‘cold war’ 
were made in 1948 through the voluntary action of American business in 
using weapons of ideas developed by Advertising Council, Inc.” Newspapers 
ordered 476,867 Ad Council advertisements versus 222, 837 in 1947, an 
“increase of 110 per cent.” Radio participated in “more than fifty campaigns 
through the council’s allocation plan with announcements and special pro- 
ductions.” In 1948, television also became a part of the Ad Council’s network. 
Along public roads and walkways, Ad Council outdoor advertising increased 
“48 percent” to “75,302 twenty-four sheet posters.” On public transporta- 
tion “348 transportation advertising companies,” increased the number of 


“car cards” by 139,755—-1,133,719.” 


The Smith-Mundt Act 


In 1948, the Smith-Mundt Act, also known as the United States Informa- 
tion and Educational Exchange Act of 1948, made overseas broadcasting 
and information a permanent part of American foreign policy. The purpose 
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of the act was to create “better understanding of the United States among 
the peoples of the world and the strengthening of cooperative international 
relations.”*? The act included educational exchanges with other nations. 
It established information centers, such as libraries, that provided citizens 
of other countries free information about the United States. It created a per- 
manent system of American radio broadcasting, and eventually television, 
beginning with VOA, which provided free entertainment and information 
about the United States to other nations. The Smith-Mundt Act also blocked 
the distribution of the same information and broadcasting to American cit- 
izens due to concerns that the information could be construed or used as 
propaganda.” 

The Smith-Mundt Act resulted from a joint Senate-House Committee 
spear-headed by Republican Senator Alexander Smith of New Jersey and 
Republican Representative Karl Mundt of South Dakota. In 1947, a joint 
Senate-House Committee led by Smith and Mundt conducted an investiga- 
tion of the “information and propaganda in Europe.” Committee members 
took a two month tour of Europe with Advertising Council associates; 
the manager of Firestone Tire and Rubber Company and the president of 
Ford Motor Company; Walter Lippman (columnist); and several film stars. 
Senator Smith reported that the United States “must help now to prevent 
communist rule,” and pointed out to the press that Britain spent 45 million 
a year “on a propaganda program” and the United States spent only 12 mil- 
lion. Mundt studied “more than 20 countries” and reported to the press in 
1947 that all the communists were working together. He reported that “hos- 
tile propaganda” in many European countries “was noticeable” since his visit 
in 1945 by the “decreased friendliness toward America.”” 

The act, which remains official U.S. policy, was established “to promote 
the better understanding of the United States among the peoples of the 
world and to strengthen cooperative international relations.” The act cre- 
ated “an information service to disseminate abroad information about the 
United States, its people and policies promulgated by the Congress, the 
President, the Secretary of State and other responsible officials of Govern- 
ment having to do with matters affecting foreign affairs.” In other words, 
it created a U.S. public relations body, similar to corporate public relations. 
In addition to disseminating information, the act included “an educational 
exchange service to cooperate with other nations in—the interchange of per- 
sons, knowledge, and skills; the rendering of technical and other services; 
the interchange of developments in the field of education, the arts, and sci- 
ences.” It provided assistance to “schools, libraries and community centers 
in foreign countries.” The act authorized the secretary of state to “provide 
for the preparation, and dissemination abroad, of information about the 
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United States, its people and its policies, through press, publication, radio 
motion pictures, and other information media, and through information 
centers and instructors abroad.” The act states that if “private information 
dissemination is found to be adequate,” the Department of State would not 
need to run programs. The act recommended that the State Department 
not have “a monopoly in the predication or sponsorship” of any “medium 
of information.” The act required “a loyalty check on personnel”; anyone 
employed under the act needed to be investigated by the FBI, and all infor- 
mation needed to be reported to the State Department, the only exception 
being for Presidential appointments, approved by the Senate. The act also 
required that the State Department use “private agencies, including exist- 
ing American press, publishing, radio, motion picture, and other agencies, 
through contractual arrangements or otherwise.” The Smith-Mundt Act 
ensured that any information created and disseminated under it be banned 
from the United States unless authorized by Congress. The reason for ban- 
ning information from being distributed within the United States was a 
concern that the information could be used for either propaganda or partisan 
purposes.” 

Within a short period of time, the Smith-Mundt Act helped expand the 
Fulbright Act, bringing almost 20,000 individuals from overseas to study at 
American colleges and universities. The act expanded the Fulbright Act from 
1946 that provided grants for educational exchanges between the United 
States and the Lend Lease nations, and it expanded the Fulbright Act to 
include more nations. The Smith-Mundt Act also covered the VOA, the radio 
station that started broadcasting to counteract Axis propaganda during World 
War II and exposed millions around the globe to American culture, partic- 
ularly music such as jazz and rock-n-roll. Under Truman, not only did the 
VOA expand, but information centers were established throughout Africa 
and the Middle East. The first ones opened in 1944 in Baghdad, Iraq, and 
Beirut, Lebanon, followed by Cairo in 1945. By 1951, before many of the 
countries had U.S. embassies open, Algeria, Jordan, Lebanon, Libya, Syria, 
and Tunisia all had U.S. information centers. By 1949, the VOA claimed to 


have an audience of several million listeners.” 


Overseas Information and the Brookings Institute 


The Brookings Institution, a think tank incorporated in 1927 to “aid con- 
structively in the development of sound national policies” and “to offer 
training of a supergraduate character to students of social sciences,” issued 
recommendations regarding international information services. In 1948, it 
published an analysis of American overseas information services. Noting 
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Truman's approval of the Smith-Mundt Act—“for the first time in our 
history committed our government, in time of peace, to conduct inter- 
national information and educational exchange activities on a world-wide, 
long-term scale”—the Brookings Institute assessed this new aspect of the fed- 
eral government. The purpose of the analysis was to determine whether the 
United States needed “to deal systematically and seriously with the overseas 
information function.” It noted that the Advertising Council contributed 
significantly to the cause by “getting U.S. export firms to adjust their pub- 
lic relations and advertising programs abroad, where feasible, to implement 
national objectives.” 

The Brookings Institute claimed that overseas information was neces- 
sary for American interests and recommended that it continue. It claimed 
that American information service was not propaganda, but simultaneously 
referred to those involved in overseas information as “the American propa- 
gandist.” The institute recommended that goods given to Europe for recovery 
have slogans such as “For European Recovery, from the United States.” It rec- 
ommended that radio broadcasts, such as VOA, continue and expand, as 
well as publications, filmstrips, and photographic exhibits for foreign mar- 
kets. It also advised screening motion pictures overseas that showed “typical 
daily life in the United States with emphasis on such basic characteristics 
as: importance of individual effort, initiative, resourcefulness and coopera- 
tion; the high standard of living in this country and the opportunity of the 
individual citizen for economic advancement.” Information should demon- 
strate “the inherent strength of representative government,” “the concern of 
the Government for the welfare of its citizens,” and “the rich diversity of the 
country—its size, physical characteristics, traditions, industries, resources and 
people.” The information should also showcase “the educational facilities and 
opportunities in the United States and the cultural and creative achievements 
of the people and institutions of this country,” and “modern American tech- 
niques in agriculture, industry, public health, medicine, dentistry, etc., which 
portray the technical competence of our professional men and women.”” 
In spite of viewing the overseas information as propaganda, the Brookings 
Institute endorsed the expansive use of advertising, business, entertainment, 
and media to promote U.S. interests around the globe. 


The Advertisement Council and the Department of State 


The council called 1948-1949 a “year of intensified Cold War.” The final year 
of the Freedom Train ended in January 1949. At the same time, the coun- 
cil continued to help the American Heritage Foundation work domestically 
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in the battle for men’s minds. W. B. Potter of the Eastman Kodak Com- 
pany coordinated ten advertising agencies, including Leo Burnett, McCann- 
Erickson, Inc., and the J. Walter Thompson Company, in a “campaign to 
raise the level of active citizenship in America.” The Leo Burnett Com- 
pany “planned and produced” the “Good Citizen” booklet. The council 
claimed that 1,491,000 booklets were distributed and six billion radio lis- 
tener impressions were made. In 1948, the Advertising Council became the 
“liaison organization” between American businesses advertising overseas and 
the Department of State. In this capacity, it produced “Advertising a New 
Weapon in the Worldwide Fight for Freedom.”*” 

The “Armed Forces Prestige” campaign during the 1948-1949 council 
year was designed to both raise the image of the military and explain the 
restructuring of the military. Within the Department of Defense the council 
helped establish “an advertising committee composed of representatives from 
each of the Armed Forces.” Coordinated by H.M Warren of National Carbon 
Company and advertising agencies J. Walter Thompson, N.W. Ayer & Son, 
Inc, and the Gardner Advertising Company, the committee worked with the 
White House, the Navy, the Air Force, the Marine Corps, and the Coast 
Guard. Committee wanted to raise the status of servicemen and women, as 
well as to explain to the public that the Armed Forces were unified under 
the Department of Defense, and “that the work of servicemen protects our 
national security and contributes to better peacetime living.” CARE, during 
the same year, was coordinated by A.R. Stevens, American Tobacco Co. and 
N. W. Ayer & Son, Inc.*! 

“In 1948, the Advertising Council became the “liaison organization” 
between American businesses advertising overseas and the Department of 
State In this capacity the Advertising Council worked with the Department 
of State, to create “Advertising—A New Weapon in the Worldwide Fight 
for Freedom—A Guide for American Business Firms Advertising in Foreign 
Countries.” In 1948, the 13-page brochure went out to business leaders across 
the United States. Done “in consultation with the United States Information 
Services of the Department of State,” it explained to American advertis- 
ers how their overseas business could fulfill American propaganda needs.” 
In explaining to American businesses how to use advertising overseas, the 
booklet sold to the businesses both the importance of advertising and the idea 
that their pursuit of business overseas played a role in American foreign policy. 
Like many of the early campaigns sponsored by or promoting brand-name 
advertising, the council brochure justified the involvement of advertising in 
both foreign relations and the expansion of businesses overseas. The coun- 
cil feared that the spread of communism would threaten its version of free 
enterprise. In the brochure, the council detailed the criticism leveled at the 
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United States and American businesses overseas. It focused on how to adver- 
tise American products and simultaneously fight communism. It spelled out 
the specifics of how to advertise America and the specifics of what America 
should mean. It called on all American businesses and advertisers working 
overseas to participate not just to expand business, but to preserve America. 

Instead of providing copy and advertising mats, like most of the coun- 
cil campaigns, the brochure explained what the advertising should say. The 
council described advertising as the “newest weapon of democracy” and 
tried to rally business by insisting that “your foreign advertising can greatly 
strengthen liberty-loving people overseas who are struggling against those 
who would destroy their freedom.” The council pointed out to businesses 
that their “overseas advertising” could help by devoting “some of its prod- 
uct copy or institutional copy to removing misconceptions and telling some 
of the important facts about the United States, our way of life, or our for- 
eign policy.” The council recommended that for these ads businesses should 
use “both foreign publications and foreign editions of American publica- 
tions.” American businesses advertising around the globe would “play a vital 
role in saving other nations from succumbing to the police-state system and 
thereby save American and the American way of life.” Like general American 
advertising techniques, the brochure urged advertiser and business to use 
the “double-barrel” technique, combining “product advertising” with “cam- 
paign themes,” a technique that had proven “more effective than straight 
institutional advertisements.” 

The council claimed that the Cold War needed to be fought on the “eco- 
nomic front,” which involved “the industrial reconstruction of Europe and 
the development of commerce among all free countries of the world.” They 
insisted that the Cold War also had “the propaganda front,” which adver- 
tising could help combat. American advertising could help by “refuting the 
untruthful propaganda of other countries.” With the help of business, adver- 
tising could do “a positive job of acquainting the peoples of the world with 
the facts about the United States.” In Europe, it could help explain “the real 
reason for America’s economic aid to Europe.” Around the globe, advertising 
could help by “selling our conception of democracy as the path to peace and 
prosperity.” 

The brochure pointed to the success of the War Advertising Council dur- 
ing World War II to prove that “Advertising can sell freedom,” because “in 
wartime—Advertising proved itself to be a new and powerful weapon, help- 
ing to mobilize our people behind vital home front programs.” The brochure 
claimed that “World War II could never have been won without the know- 
how, the drive and the facilities of American industry.” It insisted that “the 
people at home would not have been organized in support of vital home 
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front projects without the Billion Dollars of advertising space and time placed 
behind war campaigns.” The council explained to businesses that since World 
War II, American advertising helped the government “solve non-controversial 
national problems and make democracy work better.” It perpetuated the idea 
that advertising could convince anyone of anything, “if the copy is right—if it 
says what will best promote understanding—American industry will help win 
the world-wide war of ideas, and thus serve both its own and our country’s 
vital interests.” The other front was “the propaganda front,” which entailed 
“selling our conception of democracy as the path to peace and prosperity.” 
The Advertising Council fully acknowledged that what it was producing rep- 
resented propaganda, while domestic campaigns like the Freedom Train and 
the “Miracle of America” it called persuasion. Members referred to these 
campaigns as part of the country being “constantly alert to protect our 
individual liberties and our free economic system.” They called the cam- 
paigns advertising’s contribution to “fighting dangerous anti-American forces 
at home.”” 

Council members equated communism with fascism and warned 
American businesses that it was “active in every part of the world today 
and endangers world markets everywhere.” They feared what would hap- 
pen in Europe politically and economically “as one American businessman, 
intimately familiar with the situation in Europe, said recently: This is our 
last chance to save our way of life. The chips are down, and we had better 
realize it.” The overarching message to business was that the United States 
protects “our own liberties by helping them protect theirs.” Connecting the 
global to the local, the brochure stated that in order to “save America and the 
American way of life,” American businesses needed to advertise their prod- 
ucts around the globe as part of the “world-wide struggle against the spread 
of totalitarianism.”*° 

The first objective was “to remove misconceptions” by telling “the impor- 
tant facts about the United States,” such as “our way of life” and “our 
foreign policy to peoples around the world.” The other primary objective 
was “to make clear the reasons for American economic aid in ‘Marshall Plan’ 
countries.” The brochure contained a list of propaganda statements being 
spread by the Soviet Union. According to the council, the Soviets insisted 
that “The venal American press, radio and motion pictures support dollar 
diplomacy” and that “American newspapers and movies are instruments of 
capitalism, imperialism, and expansionism.” To the Soviets, bribery, black- 
mail, and the threat of the atomic bomb” were the ways that the United 
States manifested “true democracy.” As well, the Soviets insisted that “tens 
of millions of dollars have been allocated to the FBI for the investigation of 
the loyalty of employees, a purge carried out at the bidding of the Special 
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Conference Committee of the National Association of Manufacturers.” This 
accusation also meant that the Soviets viewed the country as “persecuting true 
democrats and progressives.”*” 

Some of the primary misconceptions the council described about the 
United States were related to ideas about social class. It claimed that around 
the globe, people believed that “in the United States, a few rich families live 
extravagantly while most people live in poverty” and that “a few men-or a 
few families-or Big Business-have monopolies on our production and distri- 
bution.” These ideas resulted in the mistaken notion that in the United States 
“Big Business runs the country with the aid of Congress.” The Soviets, the 
council argued, claimed that “the grim specter of mass unemployment, of 
poverty and famine hangs suspended over the workers of the United States.” 
The council claimed that in some countries only a “minority” realized that in 
the United States that “there are no rigid class lines.”** 

To counter these myths, the council recommended stating that “a few live 
extravagantly as in most countries, but poverty is less in America than almost 
anywhere in the world” and “most Americans live comfortably and are nei- 
ther very poor nor very rich.” Business in America they explained was “Big 
Business” in that it was owned by “thousands of small investors” and did 
not represent “monopolies as that word is understood in many countries.” 
They insisted that wealth in the United States results from “mass production 
methods,” just as they stressed in their domestic “Miracle of America” cam- 
paign. They claimed that the lack of rigid class lines could be demonstrated 
by the American education system where “the children of workers, merchants, 
business men and scientists all go to the same school together.””” 

According to the Advertising Council, the Marshall Plan had been “called 
a smoke screen for economic imperialism” and “a means of subjecting Europe 
economically and politically, and converting it into a military and strategic 
base, an economic and political block against the Soviet Union.” To coun- 
teract this idea the brochure suggested that advertising copy stress that 
the United States sought to help “the economic recovery of many coun- 
tries” in order “to raise the standards of living of all peoples.” The United 
States wanted “to promote peace,” “to enable free nations to protect their 
independence,” and “to enable individuals to protect their liberty.” 

The Advertising Council also devoted part of the brochure to explaining 
the purpose of the Department of State’s United States Information Service 
and justifying the Advertising Council working in such a capacity. The coun- 
cil explained the mission of the United States Information Service of the 
Department of State. They said that the federal organization conducted “a 
broad program of international information and education in an effort to 
spread the truth about us to other peoples of the world.” They used “radio, 
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the press, motion pictures, libraries, cultural institutions and the international 
exchange of students, professors and specialists to foster understanding of 
the United States among the peoples of other countries.” Another one of 
the major purposes of the United States Information Service was to engage 
businesses in overseas information.*! 

The Advertising Council’s mission was to enhance the government's offi- 
cial programs through private initiative, which would not be held to the same 
scrutiny as the U.S. federal government. According to the council, the U.S. 
government did not believe that government operations alone could win the 
Cold War and felt it would require “the day-in, day-out relationships of pri- 
vate citizens and private organizations and industries with the people of other 
countries.” It suggested that it was questionable whether industry should 
work so closely with the American government to promote specific ideas. 
The council warned that “the world-wide fight for freedom can be lost—and 
defeat would bring an end to our political and economic system. The bat- 
tle, therefore, amply justifies the active cooperation and help of American 
industry.” 

According to the council, overseas advertising could help American for- 
eign policy objectives in two ways. Foremost, it could “devote some of its 
product copy to removing misconceptions and telling some of the important 
facts about the United States, our way of life, or our foreign policy.” It could 
also dispel rumors in Economic Cooperation Administration (ECA) coun- 
tries that aid given by the United States represented “economic imperialism.” 
The brochure described a way to make every advertisement in a foreign mar- 
ket more than an advertisement for a product—by making every ad an ad for 
America. 

The Advertising Council and the federal government viewed each and 
every product and advertisement as an advertisement for the entire American 
system. American businesses represented the country around the world. The 
council claimed that “American industries doing business overseas advertising 
cannot avoid being on the ‘information’ front. The copy—even the prod- 
uct copy—influences other peoples’ attitudes toward the United States.” Like 
most advertising material at the time, the council brochure claimed that if 
done correctly, advertising could help win the Cold War. The brochure also 
clearly stated that one of the nation’s goals was to expand American busi- 
ness and America’s business system into other countries: “industry’s support 
of this campaign will help to hold present markets, develop new markets, 
and create goodwill for participating concerns in every country still free from 
Communist control.”* 

According to the brochure, economic aid without a message would be 
“ineffective . . . if foreign people do not understand our true motives in giving 
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it.” These missions in many ways paralleled the messages of the Freedom 
Train, the American Economic System, and the Brand Names Foundation. 
Like the messages put forth with the Freedom Train and the American Eco- 
nomic System brochures, the council brochure linked personal liberty with 
mass production, claiming that “it is the existence of individual liberty in the 
United States that makes possible increased production. (Individual liberty 
permits competition, competition fosters ingenuity, ingenuity results in more 
production.)” It suggested that businesses use this theme of personal liberty 
to persuade “liberals and socialists.” It urged business to use “copy recalling 
the proud history of the struggle for liberty in each country,” claiming that it 
would “touch liberals and socialists especially.“ 

The brochure warned businesses not to use certain ideas and phrases in 
their advertisements, so as not to offend or alienate potential supporters of the 
United States and potential consumers of American brand-name goods. For 
instance, “advertisements proclaiming the greatness of America, its wealth, its 
generosity— brag’ advertising-are more undesirable. The richness of America 
is distasteful to many.” It insisted that the phrase “individual liberty,” not 
“individual freedom,” be used. It claimed, “The word ‘democracy’ means one 
thing to us, and a single-party dictatorship to those influenced by Commu- 
nism.” In light of the criticism leveled at the United States regarding the 
close relationship between business and government, it urged advertisers to 
“avoid any statement which Communists could twist into ‘proof’ that the 
United States Government is a tool of American business or that business is 
used as an instrument of government.” In order to do this, it suggested using 
“specific examples using named workers” rather than generalized statements 
and to “stress the relative independence of American business from govern- 
ment direction, control, or stimulus.” It also recommended avoiding “themes 
which, by emphasis on free enterprise in the American system, may give the 
impression that we seek to impose our system on the rest of the world.”” 

According to the council, it was important to “influence three elements in 
each country.” These groups were “those who are leftist but not Communist,” 
“those who are somewhat left of center,” and “those who, in their economic 
thinking, are poised midway between the right and the left.” It saw these 
groups as holding “the balance of power” and that “where they go deter- 
mines which way their nations go.” Those central groups were of premiere 
importance because “those whose democratic convictions are firm and whose 
economic status would disappear with Communism,” did not need to be per- 
suaded. “Disciplined Communist Party members” could not be converted, 
and it urged businesses not to “waste verbal ammunitions.” The Ad Council 
encouraged businesses to downplay economics because “our ‘prospects’ have 
differing ideas about economics, and we need the support of all of them.” 
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The best approach in its view was to not “attempt to sell free enterprise as an 
inseparable component of freedom and democracy.”“ 

It recommended that “the general theme and copy suggestions for this 
campaign, in addition to their use in newspapers, magazines and radio 
advertising, can be adapted for use in the following: pamphlets, leaflets, house 
organs, outdoor posters, window cards, counter cards, motion pictures, let- 
ters from workers, publicity and speeches, employee contacts, exchange of 
persons.” It urged businesses to encourage their workers to write friends and 
relatives in foreign countries, and to incorporate “some of the copy sugges- 
tions of this campaign for inclusion in their correspondence.” It also urged 
companies to hold “special indoctrination projects for employees in overseas 
offices,” and to use “publicity and speeches” in overseas markets. In other 
words, any information put out there in foreign markets should incorpo- 
rate this campaign. For instance, “publicity releases to the overseas press and 
speeches by foreign office heads—whatever their prime purposes may be— 
can frequently contain factual matter which will forward the purposes of this 
campaign.” 

In spite of the Advertising Council’s efforts, American business did not 
immediately begin practicing what the council recommended. The council 
and the Department of State continued to encourage American business to be 
an active participant in overseas information. They claimed that they found 
business participation “disappointing.” They reported that “most of American 
industry was not yet stimulated to take an active part in the American pro- 
paganda effort.” By 1950, the councils brochure had not changed the 
advertising of many of the American businesses operating overseas. The tac- 
tic of offering suggestions, rather than preparing full copy as with domestic 
campaigns, had proven ineffective. 

Advertising Council vice president Allan M. Wilson released statements 
to the press asserting that the guide produced by the council had not suc- 
ceeded in encouraging advertising overseas. The New York Times reported in 
1950 that the “Advertising Council Program to Combat Lying Propaganda 
Held to have been Slowing.” The article described the creation of adver- 
tising packets in the United States where “volunteer ‘task-force’ advertising 
agencies... usually donate their services for council sponsored campaigns,” 
whereas the overseas campaign involved “no actual ads, merely a detailed 
outline of information for advertising messages, recommendations on major 
misconceptions, cautions against boastful statements, and warnings against 
those easily twisted by Soviet propagandists.” The council held out as a model 
a “series of ads” prepared by the International General Electric Company that 
“told the story of the American way by showing how typical GE workers 
lived.” 


Openmirrors.com 


“Advertising—A New Weapon” e 85 


However, the guide was determined to not be enough so E.I du Pont 
de Nemours & Co. prepared new ads. In addition, the Export Advertis- 
ing Association “offered voluntarily to prepare sample ads based on the 
council’s program.” According to Wilson, “‘we hear constantly of the dan- 
gers to this country.’” Dangers, he believed that were “likely to result from 
the widespread propaganda against us by the Communists.” He urged busi- 
ness and government to work together, claiming that “business leaders aware 
of the dangers see the need for action. Government officials, particularly those 
in the State Department want to see something done on a large scale.’” 

In spite of the ambivalence from many American businesses about using 
their foreign advertising as part of the Cold War information campaign, the 
Advertising Council made progress in creating an international brand for the 
country, symbolized by red, white, and blue, and stars and stripes. In doing 
so, it permanently blurred the lines between advertising, information, and 
propaganda. Early public diplomacy initiatives, such as the Fulbright Pro- 
gram, the VOA, and the Smith-Mundt Act, while subject to revision over the 
decades, lasted into the twenty-first century. With the Korean War, the Adver- 
tising Council’s international role expanded. To mark the council’s tenth 
year, Theodore Repplier, president of the council, wrote a brief statement 
about how “the information job keeps broadening.” He said that because of 
“the world-wide anti-American Soviet propaganda mill, this country had an 
international information problem which scarcely existed ten years ago.” He 
claimed that “the past year was one in which the Council faced the fact that 
the mass information job had broadened.” 

The council continued to fight “the bitter international propaganda war” 
by serving on government committees, continuing CARE until 1957, sup- 
porting the Crusade for Freedom, and organizing a series of Round Table 
discussions. The council helped countries in Europe form “European Adver- 
tising Councils.” The 1951 council meeting in Washington focused on “the 
international situation and its relation to our domestic affairs.” With even 
Advertising Council members not yet expanding their businesses overseas, 
encouraging businesses at home remained as important as attracting markets 
overseas. 
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CHAPTER 5 


Saving the World through Religious 
Revival 


s the 1940s came to an end, religious worship emerged as a free 
A enterprise tenet and the network grew to include churches and syn- 

agogues; religious institutions and practitioners embraced persuasive 
information as a means to increase religious participation. While publicly the 
council supported religion in general, several major council members sup- 
ported evangelical Christianity and helped it gain political legitimacy in the 
Cold War ideological battles. Many council members were concerned about 
communist restrictions on religion and wanted to connect capitalism to reli- 
gion, opening the door for free enterprise supporters to promote religion in 
several ways. Publicly, they developed the Religion in American Life (RIAL) 
campaigns.’ Like most Advertising Council campaigns, RIAL tried to be as 
inclusive as possible so that no potential markets would be alienated; however, 
many of the Protestant endorsers considered free enterprise to be “God’s sys- 
tem” and framed foreign policy as a religious mission to spread the American 
system.” While the council campaigns promoted Protestantism, Catholicism, 
and Judaism, behind the scenes, council members, such as Hearst Publishing 
and Henry Luce of Time-Life, Inc., promoted Protestantism by advancing the 
career preacher Billy Graham, whose national and international campaigns 
helped blend evangelicalism with the American brand.? 

RIAL went on to become one of the council’s longest running campaigns, 
and the council took credit for increasing national church and synagogue 
attendance in the 1950s and 1960s.‘ Described in the press as an “experimen- 
tal program to stimulate church attendance and greater spirituality among 
Americans by means of a national advertising campaign,” the first campaign 
was considered so successful that it became an annual campaign into the 
1990s. Founded in 1949, with an annual budget of 200,000 dollars, RIAL 


was designed for the purpose of “ ‘selling’ religion through mass media.” The 
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organizers credited themselves with helping inspire the “religious boom” dur- 
ing the 1950s.° The RIAL campaign originated with a campaign done by 
the United Church Canvass. This organization began in the 1930s with the 
intent of using advertisements to increase church attendance. Originally a 
predominately Protestant organization, by 1942 it included churches and 
synagogues. 

Using advertisements created by the J. Walter Thompson Company, 
community participation in the United Church Campaigns went from 
150 communities in 1942 to 1,200 in 1948. By 1947, the Federal Coun- 
cil of Churches, the Synagogue Council of America, Church World Services, 
and 17 other religious organizations had joined forces in the RIAL campaign. 
Described in The New York Times as “a national interfaith movement,” the 
Ad Council’s RIAL campaign began in the fall of 1949. The chairman of the 
campaign was Charles E. Wilson, council member, and president of Gen- 
eral Electric. The campaign ran from November 1 through Thanksgiving 
in newspapers and across radio networks, urging people to attend churches 
and synagogues. Wilson engaged Truman in the campaign by sending him 
a telegram stressing the importance of Americans participating in religious 
worship.’ The 1949 campaign included the United Church Canvass, the Fed- 
eral Council of Churches, the Synagogue Council of America, and “18 other 
religious groups including Catholic Churches.” The J. Walter Thompson 
Company took the lead on RIAL.® Religion in American Life was run by 
a committee of laymen belonging to the Protestant, Roman Catholic, and 
Jewish faiths. It was considered a “drive by American businessmen to promote 


larger congregations in church and synagogues.”” 


God’s System 


Several prominent backers of advertising- and brand-based free enterprise 
had extensive Protestant religious backgrounds and viewed free enterprise 
capitalism in religious terms. They believed as did some of the country’s 
early Puritan ministers, such as John Winthrop and John Cotton, when 
they described their mission in the “new world,” that they were establish- 
ing a “City Upon a Hill,” an example of an ideal religious society that 
others would look to for inspiration and guidance. They believed that cap- 
italism was also part of that divine model and referred to free enterprise as 
“God's system.”'® The spreading of this system represented a continuation 
of the view that the United States represented a shining example of what 
God wanted a society to be.'! Advertising Council architect James Webb 
Young worked for the Freedman’s Aid Society of the Methodist Church, 
which operated 20 schools for African Americans in the south. He began 
his career as a book salesman, selling Bibles and books for “Methodist 
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ministers and Sunday-school teachers,” before he came to work for J. Walter 
Thompson's Cincinnati, Ohio, office. Stanley Resor had also been a Bible 
salesman while in college.'* When William Procter chose the name Ivory 
for his soap, his inspiration came from a biblical passage. Time-Life creator, 
Henry Luce, grew up as the son of Protestant missionaries in China.'? His 
declaration of the American Century represented a modern version of the 
“City Upon the Hill” concept. In 1951, he published Lifes Picture History 
of Western Man, which described itself as a “spiritual biography of Western 
Man” and depicted the United States as a part of a long tradition of Christian 


civilization. 


Religion in American Life 


In November 1949, the Advertising Council launched the first annual 
RIAL campaign, programmed, organized, and run solely by the J. Walter 
Thompson Co. and coordinated by Robert W. Boggs of the Union Carbide 
and Carbon Corporation. Charles E. Wilson, president of General Elec- 
tric, was chairman of the campaign and General Foods, Hearst, Procter & 
Gamble, NBC, ABC, Time, Eastman Kodak, General Motors, and Ford were 
among the companies represented on the council during the late 1940s. The 
campaign theme designed by J. Walter Thompson was “Find yourself through 
faith—come to church this week.” Advertisers, outdoor advertisers, broad- 
casters, and publishers contributed an estimated 3 million dollars worth of 
time and ad space, a rate of 1 million a week, which made the campaign the 
most supported of all the Advertising Council’s “first-time” sponsorships.” 
The council’s annual report, “How Business Helps Solve Public Problems,” 
referred to the campaign as “a nation-wide program designed to re-emphasize 
in the minds of all Americans the full significance of religion in our daily lives 
and the importance of religious institutions.” In order to emphasize “the spir- 
itual values in American Life,” the Outdoor Advertising Agency contributed 
5,200, 24 sheet posters, newspapers ran upwards of 3,000 advertisements. 
In addition, it claimed that 1,800 newspapers across the nation ran “news 
items or editorials on the subject of religion during the month of the drive.” 
Like council campaigns over the years, it created community activities for the 
month of the campaign. It claimed that during the 1949 campaign 2,000 
communities participated. The council claimed that across the nation church 
attendance increased during the month. 

President Truman endorsed and promoted the first RIAL campaign with 
a speech delivered at the White House and broadcasted over the radio. The 
speech that kicked off the campaign was broadcast on the last Sunday of 
October over most of the major radio stations on ABC, CBS, and NBC. 
The text of his speech was printed in newspapers across the nation. Truman 
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stated that the United States had been “a deeply religious nation from its ear- 
liest beginning.” This foundation, he claimed, allowed the United States to 
grow “from a small country in the wilderness to a position of great strength 
and great responsibility among the family of nations.” He expressed con- 
cern that Americans took religion “too much for granted.” He emphasized 
a need for Americans to have “active faith” so that Americans can “strive to 
fulfill our destiny in the world.” Charles Wilson was quoted in The New York 
Times as saying that the RIAL campaign ended on Thanksgiving Day to 
help Americans recognize the need for “faith in God” to cope with con- 
flict around the globe. In support of the campaign, Bing Crosby broadcast 
from Hollywood on the importance of religious faith and training.” Mayor 
O’Dwyer of New York City officially proclaimed November “Religion in 
American Life” month and urged New Yorkers to “bear witness to their grat- 
itude in God and to make their faith manifest anew in their churches and 
synagogues.” Governors in 29 states either issued proclamations in support of 
the first RIAL campaign or mentioned church attendance in their Thanksgiv- 
ing Day statements.'® The 1949 RIAL campaign proved to be such a success 
that in January 1950 the Ad Council announced plans for a 1950 campaign. 
Charles E. Wilson, president of General Electric, was reappointed head of the 
campaign. Wilson claimed that the campaign had improved labor relations, 
announcing to the press that “even relations between labor and management 
are better in this atmosphere.” He insisted that “disunity between labor and 
management will never be settled except at the spiritual level and through 
education and understanding.” The 1950 campaign sought to create a reli- 
gious revival throughout the nation and included the participation of 3,000 
communities and 21 national religious organizations. Wilson asserted that 
“the people of America are seeking a renewal of the spiritual life as a solu- 
tion to many of the problems which plague us and the world today.” The 
RIAL campaign announced that the objectives for the 1950 campaign were 
“to emphasize the importance of all religious institutions as the foundation of 
American life and to urge all Americans to attend and support the church or 
synagogue of their individual choice.” Truman endorsed the 1950 campaign 
also, issuing a statement that “these are times that demand the vision and 
fortitude of men of faith such as never before in the history of the world.” 
Truman also stressed that “the religious strength of our nation is the heart 
of America’s greatness.” The 1950 campaign received over 4 million dollars 
worth of donated advertising and advertising space. Wilson received credit 
for increasing religious participation and remained head of the campaign in 
1951, in spite of taking on the role as director of defense mobilization during 
the Korean War.” The RIAL campaign expanded onto television and became 
a staple of 1950s culture.” 
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In 1950-51 Charles E. Wilson, at the time director of the Office of 
Defense Mobilization where he had organized American businesses during 
the war, led the RIAL program. The council claimed that since the campaign 
began “reports from community after community reveal that church atten- 
dance was stepped-up from 10% to as high as 25%.” The council claimed 
that for the year 1950-1951, over 48,000 billboards carried council messages 
for campaigns such as the U.S. Defense Bonds, American Economic System, 
American Red Cross, and Religion in American Life. Over 5,000 were RIAL 
billboards.” For the 1951 campaign, Wilson maintained his role as the head 
of Religion in American Life while remaining on as director of the Office of 
Defense Mobilization.” For the year Wilson claimed that “we must support 
our spiritual values without which the others would have little validity in the 
present crisis.” 

Companion projects also emerged. For instance, the American Bible Soci- 
ety coordinated its annual campaign the “Bible Reading Project” with the 
1951 RIAL campaign. The annual Bible campaign had grown since the early 
1940s from a national campaign for the armed services to include Bible read- 
ers in 38 countries. In promotion of Bible reading, the campaign had given 
away over 13 million bookmarks. In 1951, American Bible Society made an 
official announcement that its campaign would be “in step” with the RIAL 
campaign. During the Advertising Council’s tenth anniversary year, RIAL 
received support from “twenty-one national and local religious groups.” The 
campaign focused on “the importance of religion in family and community 
life.” The campaign reportedly received more than 4 million dollars worth 
of donated radio, television, newspaper, and billboard advertisements. The 
council claimed that 3,278 “cities and towns tied in their local efforts with 
the national program.” Over 300 “network radio and television messages” 
created an “estimated circulation of 126 millions radio and television home 
impressions.” ” 

During the 1952-53 council year, RIAL received the endorsement of 
President Elect Eisenhower, who delivered a “Thanksgiving Day message 
carried by major radio and TV networks.” In addition to the 300 mes- 
sages “contributed” through the Radio and Television Allocation Plans, the 
“Jam Handy organization again produced two TV film shorts for RIAL 
which were included in the kit sent to 111 TV stations and the four major 
networks.” In 1952, the United Synagogue campaign connected its annual 
campaign with the RIAL campaign.” In 1952, the RIAL campaign con- 
tinued to take credit for increased attendance at religious services across 
the nation. Citing the importance of advertising, it also took credit for 
an increase in the size of Protestant, Roman Catholic, and Jewish congre- 
gations. Reportedly, American church attendance increased to 88,500,000, 
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representing an increase of 9 percent since 1940 and 11 percent since 1930. 
The slogan for the 1952 campaign was “Show Them the Way... This Week” 
and public service ads ran in newspapers, magazines, public transportation 
and on billboards and television. In 1952, the RIAL campaign, like other 
Ad Council affiliated campaigns, issued awards to communities across the 
country for strengthening religion in their communities as a way of encour- 
aging broader participation in such campaigns.” That year James Webb 
Young presided over an Advertising Council Round Table discussion among 
Harvard, Columbia, and Princeton University professors regarding religion. 
Held on April 14, 1952, at the Waldorf Astoria in New York City, the coun- 
cil called the session “The Moral and Religious Basis of American Society.” 
The group concluded that the United States had a “religious foundation” and 
called for the further imbedding of religion into the Ad Council’s brand for 
the United States.” 


Christian Free Enterprisers 


RIAL was not the only means of persuasive information that the council and 
its affiliates used for the promotion of religion to combat communism and 
advance free enterprise.” In the same year that the RIAL campaign started, 
Advertising Council members Hearst Publishing and Time Life Inc. began 
promoting the little known preacher Billy Graham. He went on to convert 
millions around the globe and meet with every American president into the 
twenty-first century.” Graham, like the council, promoted the free enterprise 
system and effectively used mass advertising and mass media at home and 
abroad to increase his audience and the number of converts. In his sermons, 
he told Americans that patriotism meant worshipping God, going to church, 
paying taxes, and participating in the free enterprise system.” 

In 1949, evangelical preacher Billy Graham held a series of revival meet- 
ings in Los Angeles, known as the Los Angeles Crusade. Graham set up tents 
in a parking lot in order to hold a three week crusade. This effort attracted the 
attention of newspaper publisher William Randolph Hearst, who sent out a 
memo to his publishing staff to “puff Graham.” The LA Examiner and Herald 
Express ran headlines and put Graham’s crusade on the front page and soon 
other papers did as well.” This coverage brought more people to the revival 
meetings and the Los Angeles Crusade ended up lasting nine weeks.*' The 
tent held 6,280 and as of November 14, 1949, 250,000 people had attended. 
Henry Luce made Graham a national name by running an article in Time 
on Graham’s crusade in November 1949 while the LA event was still going 
on. Time referred to the Los Angeles Crusade as “the largest revival tent in 
history.” The article quoted Graham as saying “we are standing on the verge 
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of a great national revival.” Time magazine even mentioned that William 
Randolph Hearst increased Graham's audience in Los Angeles by issuing his 
“puff Graham” memo. A week later, Life ran photographs of the Los Angeles 
Crusade.” 

By running a series of articles, Time chronicled Graham throughout 1950 
as he conducted revivals across the United States. The article titles, such as 
“Heaven, Hell & Judgment Day,” “Revival,” and “Evangelism,” took on reli- 
gious tones and promoted more revivals. The magazine reported both the 
numbers who attended Graham events and the number of people who came 
forward to make “decisions for Christ.” Time discussed a wave of revivals hap- 
pening throughout the country, mentioning that in the beginning of Novem- 
ber 1950, three cities of the East coast hosted “big revivals.” Luce’s Life fea- 
tured Graham’s campaign in the South. That year, Graham began conducting 
campaigns in football stadiums, drawing large crowds—36,000 at the Univer- 
sity of South Carolina football stadium, where 7,000 people made “decisions 
for Christ.” In Ponce de Leon Ballpark, Graham attracted over 20,000. A six 
week revival in Portland, Oregon, attracted 632,000 with 8,000 converts.” 

According to The New York Times, 150,000 attended Graham's tour 
of New England in the spring of 1950. In Boston, where an estimated 
50,000 attended, Graham called upon Truman to declare a national day of 
prayer. Graham spoke at Boston Common, the same location where the his- 
toric preacher George Whitefield spoke in 1740. Whitefield, the Methodist 
preacher, brought Methodism to the American colonies, often called the First 
Great Awakening. Not only did Graham choose this historic location, he 
quoted Whitefield, asking the crowd “Shall God Reign in New England?” 
In 1950, Advertising Council member Readers Digest published an article 
written by Graham about “Why Don’t Churches Practice Brotherhood?” 
In 1950, Graham also began his long-standing tradition of meeting with 
American presidents. Meeting with Truman in response to the outbreak of 
the Korean War, Truman and Graham prayed together in Truman’s office 
for “divine guidance for the nation and its Chief Executive.” Graham also 
urged Truman to declare a day of national prayer, which Time noted Truman 
declined to do.” 

In 1951, Time magazine noted Graham’s enthusiasm over his perception 
of an increase in religious activity across the United States. Time quoted 
Graham as stating that there were “more Christians in Congress than in many 
years.” In 1951, Graham expanded his use of mass media from radio and 
television to film. He made a movie, Mr. Texas, which he called “the first 
Christian Western.” The same year Luce also shined the national spotlight on 
Protestant minister Oral Roberts, featuring him in Life and calling him Billy 


Graham’s “rival.”*° 
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In 1952, Time magazine called Graham “the hottest Protestant soul-saver 
since the late Billy Sunday.” The magazine noted that Graham produced “his 
own TV and radio shows (cost: $20,000 a week)” and that he was “president 
and featured player of his own motion-picture company.” It also emphasized 
that Graham held “month-long crusades in cities from coast-to-coast.” Billy 
Graham crusaded in Washington, D.C., during the 1952 election. A change 
in legislation allowed him to preach from the steps of the Capitol building. 
He delivered two sermons broadcast across the nation by ABC radio, and 
spoke to public audiences on the steps of the Capitol and private audiences 
at the Pentagon.” Graham set up in Washington for five weeks of revival 
meetings, attracting crowds of 5,000 to 6,000 a night at the National Guard 
Armory.” After nine weeks in Washington, D.C., a reported 500,000 saw 
Graham and 6,244 converted. Graham reported to Time that while he was 
disappointed that Truman did not attend, he planned to eventually meet with 
every presidential candidate.” 


Religious Campaigns and the Eisenhower Years 


While Graham had met President Truman, he developed an advisory rela- 
tionship with President Eisenhower. Once elected, Eisenhower continued to 
support the importance of religion in Cold War struggles and the RIAL cam- 
paign. He established a relationship with Billy Graham, eventually coming 
to rely on Graham to help with the country’s turbulence over Civil Rights 
issues. In the fall of 1953 when Graham met with Eisenhower, he claimed 
that Eisenhower “agreed with him that the United States was ‘experiencing 
the greatest religious renaissance in our history. ” According to Time maga- 
zine, Graham told Eisenhower that “the people look upon the President ‘as a 
great spiritual leader more than a political leader.’ ”“° 

As the Eisenhower administration took charge, Charles Wilson called for 
a reassessment of how advertising could build the role of religion in American 
communities and among Americans.*! He reiterated the importance of reli- 
gion in resolving labor disputes and called for “ ‘the injection of religious and 
spiritual considerations’ in management and labor relationships as ‘one of the 
greatest needs’ in this country.” President Eisenhower kicked off the 1953 
campaign, the fifth, with radio and television broadcasts. He went on the 
RIAL radio show in 1953 and made the keynote speech for the campaign, 
claiming that the United States had undergone a “religious revival.”” Stat- 
ing that “by strengthening religious institutions, the Committee on Religion 
in American Life is helping to keep America good. Thus it helps each of us 
keep America great,” he furthered the notion of brand America as a religious 
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nation. In 1953, when Procter & Gamble set a new pattern for inserting 
council public service advertising into prerecorded television shows, RIAL 
messages were among the campaigns incorporated.‘ 

Eisenhower continued to endorse and promote religion as a weapon in 
the Cold War speaking at a national conference organized by the Founda- 
tion for Religious Action in Social and Civil Order, an organization whose 
membership included Henry Ford 2d, Henry Luce, and Charles E. Wilson of 
GE, called “The Spiritual Foundations of Our Democracy.” Other speakers 
at the event were Dr. Robert L. Johnson, formerly of the United States Infor- 
mation Agency, and Thomas Murray of the Atomic Energy Commission.“ 
In 1955, the J. Walter Thompson agency’s packet of prepared advertising 
material went out to 7,500 newspapers across the country. The campaign 
emphasized instilling religious values in one’s children. Speaking on behalf of 
the American legion’s “Back to God” campaign, Eisenhower declared that the 
founding fathers recognized “God as the authority of individual rights.” 

By the end of the 1950s, the RIAL campaign took credit for helping 
increase religious participation over the 1950s. The Ad Council claimed 
credit for increasing American church attendance and the RIAL board esti- 
mated that a million more Americans attended worship services on a regular 
basis in part because of the RIAL campaign. The tenth annual campaign, in 
1958, used the slogan “Find the Strength for Your Life... Worship Together 
This Week.” Advertising, coordinated by the Ad Council, went out on “bill- 
boards, car cards, television, and radio and in newspapers and magazines.” 
Mayors from hundreds of towns and cities, and governors from “most states” 
issued proclamations in support of the RIAL campaign.“ 

For the 1959 campaign, 8 million dollars worth of advertising and adver- 
tising space were donated, which included 7,000 billboards, 8,000 three-sheet 
posters, and 84,000 “car cards in buses, street cars, subway and commuter 
trains.” At the Advertising Council awards luncheon in 1959, the council 
issued a series of awards to participants in the RIAL campaign, including 
J. Walter Thompson, the American Express Company, International Business 
Machine Corporation, and Union Carbide.“ By 1960, the council claimed 
to have helped increase church and synagogue attendance by 35 percent 
over 1950. However, it insisted that the RIAL campaign continued because 
60 million Americans still did not have a religious affiliation. 

The RIAL campaign helped religious institutions become a part of the 
persuasive information apparatus and allowed for yet another means for 
delivering a message. For instance, during the 1960 elections, the American 
Heritage Foundation and the Religion in American Life, Inc., took politics 
to religious institutions. As a part of their drive to encourage Americans 
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to vote in the elections, they asked religious leaders to issue statements 
encouraging participation in the upcoming elections.** The Sunday before 
elections, religious leaders urged eligible voters to vote, calling voting “a moral 


obligation.”” 


American Christianity Overseas 


In 1952 Graham began spreading his crusade around the globe. While not an 
official spokesman of the United States, his messages spread the association 
of evangelical Christianity with the United States. His first trips did not draw 
the crowds that attended in later years but they did help his team establish a 
strategy for marketing future appearances. Graham traveled to London, where 
he did not draw large crowds, and he also visited the troops in Korea, met with 
Chiang Kai-shek in Formosa, and traveled to Hong Kong. The five nights 
he spent in Korea, preaching primarily to Koreans for three nights, and for 
two nights to American GIs, showed more promise with over 1,000 people 
allegedly converted during that time.” 

In 1954, Graham made another attempt to save souls in Europe, embark- 
ing on a three month “Crusade for Britain” and touring Western Europe. 
Time magazine and The New York Times gave Graham extensive coverage 
throughout his time in England. They noted that British church member- 
ship was only between 5 and 15 percent of the population compared with 
59 percent in the United States. The events were held at Harringay Arena. 
Unlike his previous trip to England, before his arrival, his promotional team 
placed advertising throughout London. The advertising campaign included 
600 bus posters, 150 billboards, 3,000 units of “smaller outdoor advertising,” 
and 1,500 “tube-station posters.” Graham’s team also handed out 20,000 
stickers and organized 1,000 volunteers. The volunteers were to work in shifts 
of 200 for the 11,000 seat Harringay Arena. Graham’s team also trained 2,700 
“counselors” to take talk to the people that made “decisions for Christ.” The 
training of these counselors to deal with people who had converted was gen- 
erally a part of getting an area ready before Graham arrived.’ Within weeks, 
Time referred to the country as “Billy’s Britain.” It reported that Graham 
filled Harringay every night and converted 3,687 people in two weeks.” 
According to The New York Times, Graham became one of London’s “top 
attractions.” For one event, 40,000 children were bussed to see Graham with 
television/film star Roy Rogers and his horse trigger.” 

The Graham crusade hit the 1,000,000 mark in May 1954. By the end 
of Graham’s crusade in Britain, he attracted crowds so large that he rented 
out sports stadiums. Time reported that “34,586 Decisions” had been made. 
According to Time, during the last two nights of the campaign 67,000 saw 
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Graham at London’s White City Stadium and 120,000 at Wembley Stadium, 
reportedly “more than the 1948 Olympics.” The estimated total of those 
who attended in Britain was 1,750,000.” Life featured Graham receiving a 
blessing from the Archbishop of Canterbury. Toward the end of the British 
crusade, Graham met with Winston Churchill.°° From London, Graham 
went on to Sweden, Germany, Denmark, Finland, Holland, and France.” 

Upon returning from his trip, Graham said that he had preached to 
2 million people at 300 rallies. He asserted that Britain and Europe were 
experiencing a “spiritual reawakening,” which he saw as essential for pre- 
venting a “third world war.” He claimed that the closer he got to the Iron 
Curtain in Finland and Sweden, where he argued there was less of a fear of 
the Russians, there was greater “spiritual hunger.” When he met with Presi- 
dent Eisenhower, he told the president that Western Europe was undergoing 
“a religious awakening that was bound to have tremendous social, political 
and economic consequences.” Graham also publicly claimed that around the 
world a growing interest in religion existed, including in Russia.*® 

On October 25, 1954, Time featured Graham on the cover. In the article 
titled “The New Evangelist,” Time referred to Graham as “the best-known, 
most talked-about Christian leader in the world today, barring the Pope.” 
It reported that between 1949 and 1954, Graham “preached personally 
to 12 million people and brought 200,000 of them to various stages of 
Christian commitment.” In the article Graham’s public relations manager 
described how Billy Graham had become a brand. Comparing Graham to 
a Cadillac, he said “when you see an advertisement for a Cadillac, it just says 
Cadillac and shows you a picture. Billy is like a Cadillac. We don’t have to 
explain.”” In 1955, Graham filled Madison Square Garden in New York. He 
told the audience of 22,000 that both Sir Winston Churchill and President 
Eisenhower believed that only religious revival would save the world, partic- 
ularly since Americans, Graham said, feared the hydrogen bomb. 

In the spring of 1955 Graham went to Scotland for a six week crusade.” 
He also conducted crusades in London’s Wembley Stadium. For the first 
time, a member of the British royal family, the Duchess of Kent, aunt of 
Queen Elizabeth II, attended one of Graham’s services at Wembley Stadium. 
Unlike his earlier crusade in Britain, The New York Times reported that 
Graham was no longer considered controversial in Britain. In one week 
in London, 420,000 attended Graham’s events, and 20,000 made “decisions 
for Christ.” The British Broadcasting Company broadcasted Graham nation- 
wide. Between his six weeks in Scotland and his week in London, 3,139,365 
attended Graham's crusade. Graham also had the opportunity to preach for 
Queen Elizabeth II and her husband. From Britain, Graham went on to 
France to conduct his first “Crusade for Christ” there, where he said that he 


98 e Advertising in the Age of Persuasion 


would be careful not to offend Catholics. The five day crusade was attended 
by 42,883, and 2,254 made “decisions for Christ.” The New York Times called 
it “the largest revival meeting in the history of French evangelism.” From 
France, Graham went on to Switzerland, addressing 60,000 people in two 
Zurich football stadiums, and from there to Germany, preaching to 40,000. 

In 1956, Graham went to India, the Philippines, Taiwan, and Japan. 
In India, he preached to over 100,000.° In Manila, 25,000 filled a stadium 
in spite of a statement issued by the Archbishop of Manila. In Taiwan, Mme. 
Chiang Kai-shek, wife of the Chinese Nationalist president, joined Graham 
on the stage and joined in the singing of hymns. He spent seven days in Japan, 
where he spoke of the growth of Christianity in Asia. 

Though Graham’s campaigns had far more influence regarding religion 
overseas than any of the council’s activities, the council did try briefly to 
involve itself in religious activities overseas. Wilson urged the council to 
expand the RIAL campaign overseas. He claimed that Radio Free Europe, 
the CIA run counterpart to VOA, received many letters from listeners behind 
the Iron Curtain asking for an increase in religious programming.” In 1956, 
the Advertising Council finally followed through on Wilson’s call to create a 
religious campaign overseas, launching the “Religious Overseas Aid.”®* The 
campaign only lasted several years, but it demonstrated the council’s ongoing 
commitment to associate the American brand with religion. 

Religion remained a part of the American brand and Cold War policy.” 
Publicly, the Advertising Council projected an image of religious inclusiveness 
and tolerance, while privately many members promoted Protestant ideas and 
linked Protestantism with free enterprise capitalism. The country retained 
the idea that it represented “the City Upon the Hill” with a religious duty to 
lead the world into the twenty-first century. Billy Graham went on to convert 
millions around the globe to Christianity and to meet with and give spiritual 
advice to every American president into the twenty-first century. And while 
the council’s overseas religious campaigns proved short lived, the domestic 
RIAL campaign continued into the 1990s.”° 
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CHAPTER 6 


“The Crusade for Freedom” 


ith the 1950s, came further development in the American Cold 
\ x / War overseas broadcasting, information, and cultural diplomacy 
programs, and continued support from advertisers and brand- 
name manufacturers. The Ad Council and affiliates from publishing orga- 
nizations such as Reader’s Digest and Time-Life became involved in covert 
psychological operations working with the CIA to develop covert broad- 
casts and public campaigns. These operations brought American propaganda 
to Eastern Europe and enhanced the appearance of a consensus in the 
United States regarding the Cold War. They helped develop Radio Free 
Europe/Radio Liberty, the official sponsor the Free Europe Committee, the 
public fund-raising campaign “The Crusade for Freedom” and the balloon 
and leaflet campaign, “Winds of Freedom.” While eventually, these activities 
would become more formalized with the United States Information Agency 
(USIA) and be officially called public diplomacy at the time the council’s 
participation helped maintain a cover. Years later, it would be revealed that 
these operations were actually CIA programs whose funding through 1972 
came primarily from Congress. Once revealed, the programs became an offi- 
cial part of the American international information programs and a part of 
the Broadcasting Board of Governors (BBG). In the twenty-first century, the 
programs were considered one of the reasons that the United States won the 
Cold War, but in 1950, they were offered up as the private alternative to 
the government run radio station Voice of America.' 


Planning 


In 1946, General Lucius Clay began discussing with the State Department 
the possibilities of creating alternatives to the VOA. His goal gained legit- 
imacy with the 1947 National Security Council directive NSC 4-A, which 
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called for the director of the CIA to conduct psychological warfare using 
surrogate radio stations. The goal was to create radio stations that would 
not be restricted in the same way as the official government broadcaster, 
VOA. Since VOA was the official U.S. radio station broadcasting overseas, 
the content faced government oversight and creating covert stations could 
avoid such restrictions.” Those involved presented Radio Free Europe as a 
private alternative to the government run broadcasting and information ser- 
vices. Even though the VOA had been operating since World War II and 
had been expanding since the Smith-Mundt Act of 1948, dropping leaflets 
from balloons and broadcasting for “waging psychological warfare” was still 
considered “experimental.”* 

The “Crusade for Freedom” announced the campaign in a press release 
on April 26, 1950. This announcement marked the ending of the confiden- 
tial planning of the project in which Allen Dulles, then General Eisenhower, 
General Lucius Clay, C.D. Jackson, Henry Luce of Time-Life and Dewitt 
Wallace of Readers Digest had been among the participants.* George Kennan 
participated in recruiting members for the committee and many of the direc- 
tors over the years had worked during World War II in covert operations, 
intelligence gathering or psychological operations.’ 

By 1950, the Advertising Council had proven that advertising repre- 
sented a vital resource for the U.S. government. As the advertising trade 
publication Advertising Age noted, due to the council’s noteworthy “public 
service advertising,” the profession of advertising had become a “charac- 
teristically American equipment for the success in war and in peace, and 
its function and values have been recorded clearly in the history of the 
United States during the past nine years.”® Thus, the use of advertising 
to raise money from Americans to build radio towers and send balloons 
carrying leaflets and newsletters to foreign countries went largely unchal- 
lenged. It also went unchallenged that an influential Time-Life editor, C. D. 
Jackson, and important American generals, Lucius D. Clay and Dwight 
D. Eisenhower, worked with advertisers to build an organization that gath- 
ered information and generated “propaganda.” In addition to being the editor 
of Fortune magazine, and a confidant of Henry Luce, C.D. Jackson also 
became a “psychological operations specialist” during World War II and 
organized the Advertising Council’s World Trade Campaign. General Lucius 
D. Clay served as part of the administration of western Germany and helped 
orchestrate the Berlin airlift in 1948-1949.” General Eisenhower launched 
the first Crusade for Freedom in September 1950, at the same time that 
the Advertising Council ads for the Marshall Plan started appearing in 


Britain.® 
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The Official Sponsor 


The official story about the organization said that the National Committee 
for a Free Europe (NCFE) formed in June 1949 when a group of private cit- 
izens organized to help “exiled leaders from the prisoner countries of Central 
Europe” and used their stories to inspire “peoples behind the Iron Cur- 
tain.” In order to reach the people of Eastern Europe, the NCFE intended 
to create its own broadcasting facilities to provide a private alternative to 
the government run VOA.’ In February 1950, the NCFE began develop- 
ing “the Crusade.” In their press release, the NCFE claimed to be taking 
up the call put forth by President Truman and Secretary of State Acheson 
to the American Society of Newspaper Editors that private citizens needed 
to “join the government in the battle for men’s minds” with “a stepped-up 
Campaign for Truth.” President Truman quickly endorsed the goals of the 
National Committee for a Free Europe and thanked the committee sending 
them a letter May 1, 1950 to thank them for responding to the call he put 
out on April 20 when he “emphasized the important role of private groups 
and organizations in this great endeavor.”!° 

Publicly, the Advertising Council started the “Crusade for Freedom” to 
raise money for Radio Free Europe (RFE) and eventually, Radio Free Asia 
and the Free Europe Press.'' Officially, the National Committee for a Free 
Europe (NCFE) sponsored Radio Free Europe and the balloon operations 
into Eastern Europe and General Lucius D. Clay orchestrated the fund- 
raising campaign with the Advertising Council.'? NCFE organized formally 
in 1949 with “two aims” to create “propaganda services to oppressed peo- 
ples,” and to develop “a huge intelligence and information service.” They 
considered Radio Free Europe “a tough slugging weapon of propaganda,” and 
the goal of the propaganda to prevent “the integration of the Iron Curtain 
countries into the Soviet empire.” 


Broadcasts 


While the fund raising part of the campaign did not start until September 
1950, the first broadcast of Radio Free Europe occurred on July 4, 1950. The 
CIA’s Special Procedures Group provided transmitters." Initially, one sta- 
tion broadcast programming to “Bulgaria, Czechoslovakia, Hungary, Poland, 
Romania and Albania.” The mission of the broadcasts was fighting “the Big 
Lies of Communism with the Truth” and convincing listeners that there was 
a global struggle pitting “world freedom versus world tyranny,” with the hope 
that the programming might encourage nonviolent uprising’? Though the 
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CIA actually provided the transmitters, the crusade claimed to have raised 
enough money from 1950 to 1952 to help Radio Free Europe go from one 
“low-powered transmitter” to “thirteen hard-hitting freedom stations in West 
Germany and Portugal.” In addition to the expansion of RFE, the Crusade 
funded Radio Free Asia broadcasts in three languages and launched “millions 
of balloon-borne leaflets bearing messages of freedom.”'® The money raised 
by the crusade represented only a fraction of the total cost of the broadcast 
network, but the CIA involvement and government funding of the network 
remained covert until the 1970s.” 

Radio Free Europe and Radio Free Asia served as both broadcasting 
networks and intelligence gathering services. They considered the broad- 
casting to be “propaganda services to oppressed peoples.” They hoped to 
create “animosity” between Russia and the Eastern European countries 
receiving broadcasting. For instance, sports programming would try to 
exploit rivalries between eastern countries.'* Radio Free Europe program- 
ming included “newscast analysis and commentary,” as well as “drama, music, 
interviews, exposes, quiz, religious, youth, literary, labor, farm and satirical 
programs.” The broadcasts also included “political and military comments,” 
and “descriptions of life in the West.”'? Eventually, RFE even broadcast a 15 
minute soap opera into Czechoslovakia six days a week. Initially, Radio Free 
Europe produced the broadcasts in New York and shipped them overseas. 
By 1952, they had enough money to build production facilities in Munich 
with 22 studio and six control rooms. Over the years, producers had to bal- 
ance the desire to sell the “American Way of Life” to foreign nations with the 
fact that repeatedly market research, “intelligence” gathering, showed Eastern 
European audiences were not receptive to broadcasting that overtly promoted 
the United States.” 

As per the original NCFE aims, the Radio Free Europe stations and offices 
in Europe also served as intelligence gathering organization.” While their 
primary focus was on the reception of the Radio Free Europe broadcasts and 
printed material delivered by balloons, they also provided general intelligence 
gathering on life behind the iron curtain. One concern was how the stations 
compared to VOA broadcasts.” Reports claimed that most households lis- 
tened to RFE, VOA or Britain’s BBC, but the Soviets more severely jammed 
VOA and BBC.” Other types of intelligence gathering included contacting 
“refugees” or “escapees” from Eastern European countries.’ They made every 
effort to determine how many households had radios, particularly in Bulgaria, 
Czechoslovakia, Hungary, Poland, and Romania. They made every effort to 
intercept broadcasts from Eastern European radio stations in order to assess 
public opinion and determine anti-American propaganda. They compared 
user ratings to that of BBC.” They attempted to determine the amount of 
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access people had to western films. By 1954, they also intercepted televi- 
sion programs from Czechoslovakia and Poland. During sporting and cultural 
events in which people from eastern bloc countries traveled to western coun- 
tries, RFE employees made every effort to meet them in coffee shops or 
stores to conduct informal interviews.” A “Media and Opinion Research” 
unit existed, as well as a “Free Europe Press Research and Analysis Depart- 
ment.” Within the United States, intelligence gathering included dropping 
leaflets on eight towns in the state of Washington and testing the effectiveness 
of the leaflets on influencing public opinion.” 


“Winds of Freedom” 


For years, they augmented radio broadcasts with millions of leaflets dropped 
from balloons. Between 1951 and 1956 upwards of 350,000 balloons were 
launched over Eastern Europe dropping over 300 million leaflets and other 
printed matter. By the time “Winds of Freedom” became a public cam- 
paign, the use of leaflets was nothing new to the United States. Millions 
were distributed during World War I and World War II. Cold War balloon 
leaflet drops began in the late 1940s. The first balloons dropped leaflets over 
Czechoslovakia in May 1949.’8 For the balloon operations they used gas filled 
balloons carrying leaflets and “envelopes” that held more leaflets and dry ice.” 
A large scale diagram called the “Printed Word Delivery by Balloon” showed 
the balloons floating at altitudes of 23,000 to 40,000 feet depending on the 
weight of the leaflets. The diagram made it clear that the balloons would not 
interfere with air traffic occurring at approximately 7,000 feet. The balloons 
were launched near the “iron curtain border” and quickly reached their cruis- 
ing altitude. After floating a 160 miles, approximately five and half hours, 
enough dry ice would sublimate to cause the leaflets to begin falling. Around 
150 miles, the “empty balloon” landed “with leaflets in envelope,” all of the 
leaflets from the bundle ideally scattered up to 200 miles from the “launch- 
ing site.” Naturally, the exact path of the balloons could never be predicted 
due to wind and other weather patterns. Thus, missions would require mete- 
orological predictions so that printed material of the correct language would 
reach a country.*! 

In 1951, Frank Altschul wrote C.D. Jackson recommending that the coor- 
dination of balloon leaflet drops with Radio Free Europe would help as a 
trial run for future balloons and broadcasts into China and North Korea. 
Radio Free Europe staff recommended that some of the balloons drop “hol- 
iday” packages of “desired drugs addressed to hospitals.” At other times, 
brand-name manufacturers contributed to packages; for instance, Procter & 
Gamble once sent Camay and Ivory soap.” By 1952, the balloon operations 
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became “Winds of Freedom” responding to Soviet transmitters that jammed 
U.S. broadcasting that they claimed were located “in the Middle East and 
Mediterranean areas,” and also broadcast Radio Moscow. As organizers pre- 
pared for the balloon delivery “Operation Easter Bunny,” C.D. Jackson sent 
out a letter marked “strictly confidential” to project participants. In it, he lob- 
bied for the creation of “a monthly Magazine of the Air.” He recommended 
that balloons be used “as a medium on a regular schedule and not as an occa- 
sional freak.” He argued that “radio words” were too “ephemeral and printed 
material would be passed from hand to hand.” In order to achieve “maximum 
impact,” material distributed by balloons and radio programming should be 
coordinated. For instance, the magazine could “be a transcript and/or digest 
of the best that has been put out over RFE.” This idea eventually became the 
“Free Europe Press” delivered into the Eastern bloc countries by balloon.” 
By the time General Eisenhower became President Eisenhower, the balloon 
part of the project had dropped millions of leaflets. The leaflets contained 
messages such as the “Ten Demands” made by the “Czechoslovak People’s 
Opposition.” The demands included “more money, less talk,” “workers must 
not be chained,” and “goods for the people, not for the Soviets.” Leaflets scat- 
tered over the 1955, Romanian youth festival showed the Soviets stealing a 
chicken and pig from a crying Romanian “peasant.”*4 

The name Radio Free Europe changed to RFE/RL, due to the creation of 
Radio Liberty. The equivalent of Radio Free Europe, Radio Liberty broadcast 
into the USSR. Formed in 1951, it modeled itself after the National Com- 
mittee for a Free Europe. On January 18, 1951, the American Committee 
for Liberation from Bolshevism incorporated. It quickly changed its name 
to the American Committee for the Liberation of the Peoples of Russia, and 
a former editor from Readers Digest became the first president. The station 
did not begin broadcasting until March 1953. However, when broadcasts 
began, the station broadcast in Russian as well as “Adygei, Armenian, Avar, 
Azerbaijani, Chechen, Georgian, Ingush, Karachai-Balkar, Kazakh, Kyrgyz, 
Ossetian, Tajik, Turkmen, and Uzbek.” 


The Crusade for Freedom 


When the Crusade for Freedom sought incorporation in late October 1950, 
it stated its mission as raising money for the NCFE in order “to assist in edu- 
cation and alerting public opinion in the United States to the perils in which 
freedom and democracy have been brought by aggressive Communism and 
totalitarianism in all its forms.” With the help of the Advertising Council, 
the Crusade would “employ all such practical public relations and promo- 
tional measures as are necessary to the marshalling of this public support, 
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moral and financial.” That year, the National Committee for a Free Europe 
changed its name to the Free Europe Committee, Inc. (FEC) and adopted 
as its logo the Freedom Bell ringed with the words inscribed on the bell 
“that this world under God shall have a new birth of freedom.” While on 
a much smaller scale, the council patterned the Crusade for Freedom after 
the Freedom Train, creating community events coordinated with advertising 
campaigns and newspaper articles, a pledge to sign and a tour of a Free- 
dom Bell. Unlike other council campaigns such as “Miracle of America” or 
“Religion in American Life,” the crusade remained foremost a fund-raising 
campaign. The crusade encouraged the average American to counteract “false 
Communist propaganda” by donating money to pay for radio stations that 
broadcast into Eastern Europe and over the years, East Asia. That way, private 
citizens could tell the world that Americans wanted to extend “friendship and 
freedom for all peoples.”*° In addition to radio broadcasts, the campaign also 
included leaflets dropped from balloons over Eastern Europe, a program that 
eventually became known as the Europe Free Press. 

Americans were encouraged to give donations and sign a Freedom Scroll 
that pledged them to a “Declaration of Freedom.” For the Crusade for Free- 
dom, the Advertising Council organized a campaign in a similar manner 
to how the Freedom Train was run for the American Heritage Foundation. 
According to the council’s annual report, “American Business in the Country's 
Service,” millions of people signed the scrolls “in a nationwide Roll Call for 
Democracy.” The signatures and scrolls were presented at the ceremonies in 
Germany dedicating the Freedom Bell on United Nations Day, October 24, 
1950. The bell did not have as extensive a tour as the freedom train. As with 
most campaigns, the council created advertising mats, radio messages and 
eventually television. The council claimed that newspapers across the nation 
ordered 11,900 mats. Corporate house magazines ran editorials in addition 
to advertisements. 37,167 car cards appeared on public transportation and 
2,854 outdoor billboards and posters dotted the nation.” 


The Freedom Bell Tour 


On June 25, 1950, the same day that North Korean troops crossed the border 
into South Korea, the British company Gillette & Johnston began work on 
the ten-ton, twelve-foot tall Freedom Bell engraved with the statement “that 
this world, under God, shall have a new birth of Freedom. Finished in August 
of 1950, the Freedom Bell arrived in the United States to begin its tour on 
September 6. Over 20 cities hosted events for the Bell.**” General Eisenhower 
kicked off the first Crusade for Freedom with a speech covered by the nation’s 
four major radio broadcasters on Labor Day, delivered in Denver, Colorado. 
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Eisenhower opened the speech by stating that “Americans are dying in Korea 
tonight.” He said that they were “dying for ideals,” but communist papers 
would report that they were dying to protect “American imperialism.” Even 
though the American government had established the VOA to challenge “evil 
broadcasts,” communist broadcasts continued to “overpower” and “outflank” 
VOA; therefore, Eisenhower said “we need powerful radio stations abroad, 
operated without Government restrictions.” Eisenhower called on the nation 
to donate enough money through the Crusade for Freedom to make the one 
Radio Free Europe station into a network.” 

The bell made its U.S. debut in New York City where Frederick Osburn, 
who had been “the chief of the Army’s information and education program” 
during World War II, served as the chairman. The bell was paraded up lower 
Broadway mounted on a truck with a billboard that read “Help Lift the Iron 
Curtain Everywhere—the Crusade for Freedom” to ceremonies at City Hall. 
With General Lucius D. Clay by his side Acting Mayor Impellitteri tolled the 
bell for the first time on American soil. Then it traveled to Pittsburg by truck. 
Eventually, it was loaded on to a railroad flat car to cross the Rockies en route 
to San Francisco.“ September 11, it was in California where it then turned 
back to head east. Leaving St. Louis, Missouri, as the bell toured the state, cru- 
sade organizers reported such a demand for Freedom Scrolls that more had to 
be rushed to the state.*! Bell ended the western portion of its tour in Kansas 
City. By September 22, it had arrived in Texas. In Texas, it was displayed in El 
Paso and Houston. Returning east, it made a stop in Birmingham, Alabama. 
At the same time, a replica of the Freedom Bell toured cities and towns that 
the real one could not make it to.” In California, “film-industry leaders” 
on “every major studio lot” held “mass meetings” for the Crusade for Free- 
dom. Thousands of Hollywood employees signed the Freedom Scrolls and 
donated to the Crusade for Freedom. These speeches left a strong impression 
on Screen Actors guild (SAG) President Ronald Reagan who quickly sent a 
telegram to General Lucius Clay pledging the support of SAG’s membership 
“in the battle for men’s minds” and who went to campaign for the Crusade 
for Freedom.“ 

Before the Freedom Bell left for Europe, the Crusade for Freedom urged 
religious leaders to discuss the “religious aspects” of the crusade and “the 
moral value of freedom” on Freedom Sunday. General Lucius D. Clay claimed 
that he “has appealed to 80,200 ministers, priests and rabbis for support in 
bringing to success a six-week campaign for millions of signatures on free- 
dom Scrolls.” New York hosted one last parade on October 8 where 3,000 
marchers accompanied the bell down Eighth Avenue.“ The Freedom Bell 
left New York for Berlin on October 10, the same day the Crusade for Free- 
dom launched a 1,000 balloons from the Empire State Building. Each balloon 
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carried a Freedom Scroll and a “contribution envelope.” The Crusade asked 
that individuals who found the balloons also contact the crusade headquar- 
ters to let them know where the balloons landed.‘ Installation of the Freedom 
Bell at the Schoenberg Town Hall began in Berlin on October 22, 1950 and 
the Freedom Bell was dedicated on October 24, 1950, United Nations Day 
marking the fifth “birthday.”“ 


The Ad Campaign 


The Crusade for Freedom included ads that featured Eleanor Roosevelt, Gen- 
eral Dwight D. Eisenhower, or Cardinal Spellman. A fourth advertisement 
in the series had the Freedom Scroll pledge to be signed by Americans and 
“taken to Berlin.” The advertisements included “a coupon for making contri- 
butions to expand Radio Free Europe sponsored by the National Committee 
for a Free Europe.”4” Slogans for the campaign included: “Join the Crusade 
for Freedom and Back your Country’s Cause!” “If Communism Triumphs, 
Democracy will Die,” “The Big Truth is the best answer to the Big Lie of 
Communism,” “I Believe,” and “Help Lift the Iron Curtain everywhere.”* 
Like the Freedom Pledge that accompanied the Freedom Train campaign, 
according to the Advertising Council, millions of Americans signed the Free- 
dom Scroll. When they signed, they were asked to give a donation. The scroll 
contained the “Declaration of Freedom” which read as follows: 


Declaration of Freedom—I believe in the sacredness and dignity 
of the individual. 

I believe that all men derive the right to freedom 
equally from God. 

I pledge to resist aggression and tyranny wherever 
they appear on earth. 

I am proud to enlist in the Crusade for Freedom. 

I am proud to help make the Freedom Bell possible, 

to be a signer of this Declaration of Freedom, 

to have my name included as a permanent part 
of the Freedom Shrine in Berlin, 

and to join with the millions of men and women throughout 
the world who hold the cause of freedom sacred.” 


Like other campaigns conducted by the Advertising Council and its affili- 
ates the events cultivated and presented a unified national culture. It came 
completely packaged with advertising mats, radio announcements, prewrit- 
ten articles and editorials, as well as recommendations for how to organize 
local events. As the bell crossed the nation and local newspapers reported on 
the tour, the articles contained similar text. 


108 e Advertising in the Age of Persuasion 


Community Activities 


Local groups were considered an integral part of the campaign strategy. 
The council sent out advertising mats, instructions, and displays to assist 
local groups in organization events. Women’s clubs and organizations played 
an active role. The women’s groups that participated in the 1950 crusade 
included the General Federation of Women’s Clubs National Council of 
Catholic Women, American Association of University Women, American 
Home Economics Association, the National Women’s Democratic Club, 
National Association of Colored Women, Future Homemakers of America, 
the National Council of Negro Women, and the Daughters of the American 
Revolution.” 


Freedom Motorcade 


The Advertising Council reported that the 1950 crusade helped Radio Free 
Europe build more facilities in West Germany and a station in Portugal, plac- 
ing the total at 13 transmitters. The money also allowed Radio Free Asia to 
“start broadcasts to China in three languages.”*' The 1951 crusade launched 
August 28 in Detroit by General Motors included “World Freedom Day” 
and the ringing of bells throughout the world in time with the ringing of 
the “World Freedom Bell” in Berlin. CBS and ABC helped prepare “doc- 
umentary” radio programs.” In conjunction with the Advertising Council, 
General Motor’s Chevrolet launched a nationwide campaign with a “Crusade 
Motorcade in every state.” Since the goal for the 1951 crusade was to raise 
three and a half million for Radio Free Europe and Radio Free Asia and to 
enroll 35 million more Americans, Chevrolet sent out letters to thousands 
of Chevrolet dealers and wholesalers encouraging them to participate in the 
crusade from September 3 through October 15. General Motors provided 
new Chevrolet station wagons for the crusade’s motorcades. The Ford Motor 
Company also donated cars for the motorcades.” 

In the cities that hosted the motorcade, the crusade dramatized the balloon 
messages that accompanied Radio Free Europe. Local festivities included the 
release of balloons delivering “Winds of Freedom” messages. In their inter- 
nal company publication, Chevrolet explained that “Operation -Winds of 
Freedom” included “two types of hydrogen filled four-and-and-one-half-foot 
balloons.” The larger type floated at 30,000 feet and carried a large load. 
When it “burst,” it scattered leaflets over a large area. Smaller pillow balloons 
lost their buoyancy slowly and floated to the ground with the publications. 
Across the nation in conjunction with the motorcades, the crusade launched 
“Winds of Freedom” balloons. 
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Every Chevrolet dealer in the country received a complete “crusade pro- 
motional kit.” It included instructions on how to organize the crusade, such 
as “appoint a man in charge” and “advise all or your personnel,” and a “win- 
dow poster, a coin collector and enrollment blanks.” Slogans for the year 
included “all of us can help keep a free America in a free world” and “freedom 
is everybody’s business.” The Advertising Council helped prepare newspaper 
advertisements and “radio spots.” Press packets for the campaign included 
pictures of individuals holding pillow balloons with Wolnosc, the Polish word 
for freedom written on them. To help coordinate the campaign on a national 
level, the Crusade for Freedom established a headquarters in every state.” 


Across the Nation 


By 1952, the Crusade for Freedom had field offices in Arizona, Michigan, 
Minnesota, Tennessee, and Washington State. They also had a network of 
banks across the country that accepted donations. The same year the Adver- 
tising Council elected Procter & Gamble executive Howard J. Morgens 
to be Chairman of the council’s board.” The council claimed that they 
had received positive feedback from 85 countries, and that universities in 
England, France, and Spain requested the “Miracle of America.” James Webb 
Young worked with not only the Religion in American Life Campaign, the 
Crusade for Freedom consulted with J. Walter Thompson and director of the 
Ford Foundation. They claimed to have raised over 4 million dollars.” 

Between April 1951 and February 1952, they recorded $1,930,134.57 in 
donations. Henry Ford II helped with the year’s crusade.” Slogans for the year 
took on more religious overtones, such as “give us this day . . . our daily truth” 
and “a plea to all Americans of all faiths.” The council also used the popularity 
of UFO’s in American popular culture for the year’s campaign. One series of 
ads included the slogan, “This ‘Flying Saucer’ carries Truth,” with a picture of 
a balloon with the word Svoboda, Czech for freedom, printed on it. The 1952 
United Nations Day campaign included a “leader’s guide” for preparing UN 
Day activities and parties, “two 20-second television spots,” and “thousands 
of copies of a special toast to the United Nations.” The overarching goal of 
the campaign was for people to host parties on UN Day in which people got 
together and purchased CARE packages.” 

For the 1953-54 council cycle, the American Heritage Foundation that 
organized the Freedom Train took over the Crusade for Freedom. It represents 
an example of how the Advertising Council handled the transition from the 
Democratic executive to a Republican executive branch. General Eisenhower 
had allowed himself to be featured in advertisements for the crusade and 
served as a trustee for the American Heritage Foundation. At the moment 
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when the American Heritage Foundation took over the crusade, the mission 
read as follows: 


The Crusade for Freedom is the domestic information agency and principal 
fund raiser for the National Committee for a Free Europe, Inc., which through 
Radio Free Europe and other facilities utilizes the public funds raised by the 
Crusade to conduct programs of hope, aid, encouragement and information to 
and on behalf of the captive countries of Eastern Europe. 


By this point, Radio Free Europe claimed to have 21 transmitters with 
a listening audience of 70 million in Albania, Bulgaria, Czechoslovakia, 
Hungary, Poland, and Romania. In October, 1953, the Crusade for Freedom 
hosted a conference in Washington, D.C.. The event included First Lady 
Eisenhower hosting participants at the White House and a “closed session” at 
the Pentagon.“ 


United Nations 


Other international causes at included public service messages about the 
United Nations and war time advertising during the Korean War. In spite 
of many conservative Republicans voicing opposition to the United Nation, 
the Advertising Council provided bipartisan support of the UN. In 1949 and 
1950 the J. Walter Thompson Company managed the United Nations Day 
campaign on behalf of the Advertising Council. In April 1949, John Foster 
Dulles gave a speech to the Brand Names Foundation at a Waldorf-Astoria 
luncheon regarding the branding of the United Nations. He asked that pro- 
fessional advertising and brand-name advocates support the United Nations 
by helping to rebrand it. He insisted that the United Nations suffered from 
being “the victim of free advertising by well-meaning, but over-enthusiastic 
and inexperienced friends.”® Under the management of Samuel C. Gale of 
General Mills, Inc., the United Nations campaign began in 1949 based on 
a formal request from the National Citizens’ Committee for United Nations 
Day. In their report “How Business Helps Solve Public Problems,” the Adver- 
tising Council claimed the campaign focused on celebrating the United 
Nations “fourth birthday” and reached 95 percent of American households 
with a radio “Birthday Message.” They said that foreign language newspapers 
“cooperated generously” as a result of a special letter by the “Interracial Press” 
and that the “dedication of the UN cornerstone” reached the council’s largest 
radio and television audience.” 

For United Nations Day 1950, Alan M. Wilson of the Advertising 
Council, coordinated the J. Walter Thompson Company who created the 
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advertising for the campaign. The National Association of Radio and Televi- 
sion Broadcasters mailed out radio advertising kits and retail stores featured 
UN day displays. The slogan for the year was “our best hope for peace 
with freedom.” The event was broadcast around the world. General Lucius 
D. Clay, reportedly with a “choke” in his voice, spoke in the dedication. 
The Crusade made a nine-minute documentary film called “The Bell” that 
featured General Clay and Henry Fonda.” For United Nations Day, a cam- 
paign also handled by the Advertising Council, the crusade asked Americans 
to ring a bell at three minutes past noon, to be timed with the first ringing 
of the Freedom Bell in Berlin, and to pray for world peace. For this “spir- 
itual airlift,” schools, churches, ships, trolleys, fire and police stations rang 
their bells in unison as the Freedom Bell rang in Berlin’s Rathaus tower. After 
the bell’s ringing in Germany, ceremonies broadcast by the VOA and Radio 
Free Europe included millions of Freedom Scroll signatures being given to 
Germany officials. 

With the Korean War, the Advertising Council launched war time cam- 
paigns. On June 26, 1950, President Truman stated that “willful disregard of 
the obligations to keep the peace cannot be tolerated by nations that support 
the United Nations Charter.” On September 1, 1950, Truman addressed the 
nation. Again, he invoked the idea of World War II. He stated that “if the rule 
of law is not upheld, we can look forward only to the horror of another war 
and ultimate chaos.” If the United States did not do anything about North 
Korea's invasion, Truman argued that “it would be an open invitation to new 
acts of aggression elsewhere.” With the United States committed to plac- 
ing Korea’s internal conflict into the larger global conflict of the Cold War, 
the Advertising Council’s long-standing Savings Bond Campaign returned to 
being a Defense Bonds campaign as it had during War World II. In response 
to the military situation in Korea, by December 1950, the Advertising Coun- 
cil urged the country to “re-arm fast.” They changed their general campaign 
slogan “the better we produce, the better we live” to “the better we pro- 
duce, the stronger we grow.” McCann-Erickson prepared advertisements that 
discussed the dangers of “communist puppets.” 


Information Services 


From 1948 to 1952, the budget for the State Departments’ information 
activities increased from $20 million to $115 million. By 1951, the coun- 
try had information activities directed at 93 countries, broadcast the VOA in 
45 languages and published upwards of 60 million “booklets and leaflets.” 
By the winter of 1956, the Free Europe Press claimed that since the bal- 


loon operations into Eastern Europe began, “more than 400,000 balloons” 
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had dropped “over 250 million leaflets” over Czechoslovakia, Hungary and 
Poland. By autumn, the numbers had increased to nearly 300 million. 
The leaflets were usually “small newspapers published bi-weekly.” Occasion- 
ally, they included supplements such as “President Eisenhower’s Christmas 
message to the captive peoples.””° 

In spite of intelligence gathering and market research efforts, conclusive 
evidence regarding how the broadcasts and balloon drops affected public 
opinion seemed to elude the participants. As evidence of Radio Free Europe’s 
success, they turned to anecdotal evidence and Soviet reaction. The Cru- 
sade for Freedom claimed that they had “correspondents” across Europe who 
reported that the “satellite peoples” listened to RFE. They also claimed that 
escapees reported that people listened to RFE, which helped create resistance. 
In addition, they claimed to receive letters from behind the Iron Curtain. 
Another determinant of success was that Soviet papers such as Moscow’s 
Pravda printed “attacks” on the balloon campaigns.” They also referred to 
the Soviet transmitters that jammed Radio Free Europe and Radio Liberty 
and broadcast their counterpart, Radio Moscow, as evidence of RFE/RL 
success.” 

With the help of the Advertising Council, the Crusade for Freedom raised 
money for Radio Free Europe, Radio Liberty and Radio Asia from 1950 
through 1960. It coordinated the United Nations Day advertising and cam- 
paigns for the United Nations into the late 1970s.”* With the election of 
Eisenhower, the American Heritage Foundation joined the crusade’s leader- 
ship, and the urgency in the crusade increased. The “freedom kit” for the 
1953 crusade said the year’s campaign needed to raise 10 million to “help stop 
World War III.” In 1953, Radio Liberty started broadcasting into the Soviet 
Union, and Radio Free Europe and Radio Free Asia continued to expand dur- 
ing the Eisenhower administration. The information gathering capacity also 
expanded under Eisenhower. 

The Advertising Council’s work with Crusade for Freedom and Radio 
Free Europe marked the success of the council at connecting advertisers to 
the U.S. national security apparatus and further spreading the free enter- 
prise mission. The council had become a part of the CIA’s network for 
using broadcasting, culture, and information as part of psychological oper- 
ations overseas. Domestic fund raising for Radio Free Europe created the 
illusion that this was an organization developed by private citizens for the 
peoples of other nations. It also furthered the image of the American brand 
by using popular American music to promote American culture, a technique 
that remained part of American foreign policy. The Advertising Council con- 
tinued their fund-raising campaigns through 1970, changing the campaign 
name to “Radio Free Europe Fund” and again in 1963 when it became simply 
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“Radio Free Europe” the name used through 1970.” In the twenty-first cen- 
tury, the Freedom Bell still chimed daily, and Radio Free Asia, Radio Free 
Europe, and Radio Liberty remained part of the United State’s information 
services.” In 1998, the Foreign Affairs Reform and Restructuring Act made 
the organizations, along with the VOA and others, a part of the Broadcasting 
Board of Governors (BBG). In October of 1999, the BBG officially became 
the “independent federal agency” that was responsible for “all U.S. govern- 
ment and government sponsored, non-military, international broadcasting.” 
In the twenty-first century, in addition to Radio Free Europe, Radio Liberty, 
and Radio Free Asia, the BBG operated the VOA, Alhurra, Radio Sawa, and 
Radio and TV Martí.” 
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CHAPTER 7 


One Nation, One World with 
Television 


t the same time that free enterprise advocates ran “public service” 

campaigns and organized advertisers and businesses to help the U.S. 

government, many of them worked to develop commercial television 
within the United States and around the globe. Television proved to be an 
ideal free enterprise, persuasive information media allowing brand manufac- 
turers to develop an even more intimate relationship with viewers. Campaigns 
such as the Freedom Train and the Crusade for Freedom were designed to 
create a sense of national community and national unity and national com- 
mercial television would streamline this process. It also allowed free enterprise 
advocates to develop another popular medium into a commercial one based 
on advertising. Like radio, television gave the American people free enter- 
tainment, news and sports, in exchange for bringing advertising into their 
lives, a deal Americans did not mind. Television brought to maturity James 
Webb Young’s vision of American politics incorporating advertising and free 
enterprise principles, and provided an even more efficient vehicle for public 
information campaigns. 

Television fit the free enterprise agenda by creating no distinction between 
“the selling and programming functions.” Some tension existed about using 
television programming to elevate American culture instead of purely for 
financial gain, but appealing to mass markets and consumer interests won out. 
American television was designed to be inoffensive so that Americans would 
eagerly welcome it into their homes. The programming was designed to per- 
suade people to buy brand-name goods. Like radio, clients could call upon 
advertising agencies to exercise a “degree of editorial control,” and adver- 
tising agencies were held responsible “for the character of the production.” 
The American public did not protest this arrangement of using advertising 
to provide free television to the American public. While television developed 
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in the United States, polls showed that Americans would accept commer- 
cials and sponsored programming in exchange for free television ideal for 
institutionalizing free enterprise and its invisible hand.’ 

The major contributors to the development of commercial television, the 
companies that built the televisions, the broadcasting stations that expanded 
their business from radio to television, and the brand-name manufacturers 
that used television to advertise their goods had worked together previously 
in persuasive information programs. Broadcasters Columbia Broadcasting 
System (CBS) and National Broadcasting Company (NBC) served on the 
War Advertising Council. In 1943, NBC had to sell off one of its networks. 
The end result was the establishment of the American Broadcasting Com- 
pany (ABC).’ Once established, the American Broadcasting Company also 
had representatives that served on the council. By the Advertising Coun- 
cil’s seventh year, the presidents of ABC, CBS, and NBC had all served 
on the council’s Board of Directors.* Council advertising agencies Young & 
Rubicam and McCann-Erickson quickly brought their clients to television. 
Procter & Gamble, one of radio’s biggest advertisers and soap opera pio- 
neer, quickly expanded their radio broadcasting into television programming. 
J. Walter Thompson entered television more gradually than its counterparts, 
but when it did, it quickly became one of the top television agencies. J. Walter 
Thompson's clients such as Kodak, Ford Motors, and Kraft dominated early 
television programming. Other Advertising Council members and free enter- 
prise supporters who made good use of early television included Time-Life, 
Inc., General Electric, General Motors, Standard Brands, and Standard Oil of 
New Jersey and A.C. Nielsen provided television ratings.“ 


Television Advertising 


In 1930, Advertising Council pioneer, the J. Walter Thompson Company 
boasted that it had broadcast “the world’s first television advertising pro- 
gram.” Broadcast in Chicago on behalf of Libby, McNeil & Libby, it reached 
48 locations around Chicago. One local television dealer reportedly had 
5,000 people visit his store during the broadcast.? They claimed to have 
been pioneers in radio advertising helping their clients create commercial 
entertainment for radio. For instance, they produced a two-hour commer- 
cial radio program they created for Kraft Miracle Whip in 1933. In 1946, 
they produced one of the first televised events of a new product for Ford 
Motors.® In the late 1930s, England, the United States, France, Russia, 
Japan, and Germany experimented with television broadcasts, and advertisers 
endorsed the creation of commercial television supported by advertising rev- 
enue. In the 1930s, NBC created television demonstrations at Rockefeller 
Center in New York City. NBC had an advantage in the early years of 
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television as a subsidiary of the Radio Corporation of America (RCA) who 
manufactured radios and then television, allowing NBC easy access to new 
technology. CBS started television broadcasts in 1931-32 in New York City 
to an estimated 7,500 television receivers in the area.” 

In 1936, NBC hosted a demonstration of television for advertisers. 
Most of the companies represented at the preview, “General Foods, Philip 
Morris, Sealtest, General Motors, Bristol Myers, Young & Rubicam, Batten, 
Barten, Durstine & Osborne, J. Walter Thompson,” later served on the War 
Advertising and Advertising Council. By 1938, the J. Walter Thompson 
Company included television rights in its contracts.* That same year, the 
J. Walter Thompson Company worked with the General Electric Com- 
pany in Schenectady, New York to conduct local broadcasting experiments. 
In 1940, J. Walter Thompson produced a “full variety show” for Shell. How- 
ever, J. Walter Thompson did not invest as rapidly in television as other 
major agencies, such as Young & Rubicam and McCann-Erickson. By the 
late 1940s, J. Walter Thompson clients Ford Motor Co., Kraft, RCA Vic- 
tor, and Elgin Watch Co. all participated in local television markets.’ Other 
early television advertisers included Procter & Gamble, General Foods, Gen- 
eral Mills and Chevrolet. In 1946, J. Walter Thompson helped their client 
Standard Brands present “The Hour Glass,” one of the early “regular, weekly, 
hour-long sponsored television” programs. That same year they helped Ford 
Motors sponsor a rodeo and horse show, and then a dog show in 1947. They 
also sponsored a broadcast of Ringling’s Barnum & Bailey Circus. J. Walter 
Thompson helped RCA advertise televisions, making it the first company to 
advertise “via their own product,” and helped Kraft produce the Kraft Tele- 
vision Theater one of the earliest hour-long weekly dramas. The same year 
they made the first commercial television telecast from Los Angeles. In 1948, 
the J. Walter Thompson Company had six clients with television program- 
ming. NBC made the announcement that it would be opening Radio City 
in New York. They started building facilities in Hollywood in 1945 and in 
1952 they opened their Burbank studios.'” 

By the fall of 1948, some American cities had regular evening pro- 
gramming. From 1949 through 1954, the number of American television 
markets increased from 48 to 243. The expenditures on television advertising 
increased from over 57 million to over 800 million, as the number of homes 
with televisions increased from 1.5 percent to 71 percent as of May 1951." 
By the early 1950s, J. Walter Thompson Company clients dominated the 
airwaves, having as much as “five sponsored network shows in one evening.” 
Television remained primarily in urban areas until the early 1950s due to an 
almost four year freeze by the Federal Communication Commission (FCC) 
over licensing. In the early 1950s, NBC and CBS expanded their markets, 
and refined programming and sponsorship strategies. Initially, programming 
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had one brand- name sponsor, and the early 1950s proved to be a period of 
negation between the television networks and the advertisers, until a system 
of multiple sponsors for a show evolved. The creation of television enter- 
tainment and the programming choices were patterned after radio, initially, 
with one sponsor. As television matured, competition between networks and 
the approach of Sylvester Weaver at NBC created a system of paid adver- 
tising spots versus sole sponsorship. Children’s television offered two major 
advantages to advertisers. By the late 1940s, advertisers assumed brand loyalty 
could be created in childhood and children’s shows proved to be inexpensive 
to produce.” 

By 1950, even though television had not become national, almost 
8 million American homes had televisions, almost double the year before. 
A.C. Nielsen, the market research organization that dominated television 
analysis, estimated that television reached more American homes than Life. 
One hundred and seven stations in 65 cities brought television within the 
reach of 65 percent of the American population. Houses in the pioneer- 
ing suburban Long Island planned community Levittown came with built 
in televisions beginning in 1950.'? By 1952, the American Telephone and 
Telegraph Company had connected the east coast and the west coast with 
coaxial cable. The first transcontinental broadcast occurred when President 
Truman spoke at the Japanese Peace Conference in 1951." 

Throughout the 1950s, the volume of commercial advertising time grew. 
Advertising agencies, such as the J. Walter Thompson Company, increased 
their research into television markets and programming. In the mid-1950s, 
JWT invested heavily in television.” It built its own production facilities 
“equivalent to a network program department.” In 1957, the department 
staffed 200 people in offices in New York, Chicago and Los Angeles. They 
established a “local live TV group,” that analyzed local television shows across 
the country to determine their suitability for sponsorship by JWT clients. 
In 1955, the J. Walter Thompson Company opened the J. Walter Thompson 
Company Television Workshop, its production studio and their longtime 
client Kodak client Kodak had three television series.'® Within several years 
the workshop produced commercials in color and J. Walter Thompson took 
credit for being the “first color-taped commercial” included in a live television 
program.’ 


Why TV Should be Free 


From the beginning of television, it could have developed as a subscription 
service, but major participants pushed for advertising based commercial tele- 
vision. The major television networks resisted FCC recommendations that 
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subscription television be allowed to develop.’ In 1956, the major networks 
entered statements to the Senate Interstate and Foreign Commerce Com- 
mittee against pay television. Again in 1958 hearings before a House of 
Representative Committee on Interstate & Foreign Commerce, major execu- 
tives from NBC, CBS and ABC all took a strong stand against pay television. 
Robert Sarnoff from NBC expressed concern over whether the public would 
still receive free television. He insisted pay-TV and free television could not 
coexist, and pay-TV would create a situation where Americans had to choose 
“to pay or not to see.” He warned Congress that “pay-TV can succeed only 
by cannibalizing free TV.” He warned that if television no longer remained a 
commercial enterprise “our economy will lose one of its great driving forces.” 
He argued that the money spent on television advertising, $1.3 billion in 
1957, created and maintained “a mass market, resulting in lower cost to 
the consuming public.” Business in the United States, he insisted, relied “on 
mass-circulation TV as a primary instrument for selling goods and services.” 
He urged the Committee to “officially request the FCC to withhold action 
on the pending pay-TV tests until the Congress has resolved the public policy 
issue.” 

Leonard H. Goldenson, President of American Broadcasting-Paramount 
Theatres, Inc., told the committee that pay TV would not add to what free 
television offers. He insisted that by having “the programming bill paid by 
the advertiser” offered opportunity for greater growth and broader audiences 
than pay TV controlled by a “limited segment of the public.” Frank Stanton 
from Columbia Broadcasting System, Inc. suggested that it would be unfair 
to the 42 million American families who watched on average five hours of 
television per day. These people he argued had invested $22 billion based on 
the idea that television would be accessible free of charge.” 


The Council Campaigns on TV 


The Advertising Council first made use of television in the late 1940s. 
The council committed to using television in 1950. They designed a 
“Television Allocation Plan” similar to the radio allocation plan. Howard 
J. Morgens, Vice President of Procter & Gamble chaired the council’s Radio 
and Television Committee that developed the plan. In the early 1940s, the 
Procter & Gamble Company represented radio’s most major advertiser.”! 
Morgens played an important role in prompting Procter & Gamble and 
other brand-name companies to guide the development of television toward 
“advertiser-supplied entertainment programming and sponsorship.” Inaugu- 
rated August 14, 1950, by March 1951, “50 advertisers with more than 60 
programs were enrolled” in council’s television plan.” All four networks at the 
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time, ABC, CBS, DuMont and NBC, as well as the 50 agencies advertising 
on the networks, offered cooperation with the council’s plan. 

The council claimed that during the first four months of the television 
plan “more than 200 network TV messages were telecast.” For the year’s seven 
major and 17 total campaigns, the council estimated “television home impres- 
sions” as 267,506,000. A “home impression” represented “one message heard 
or seen once in one home.””? By 1952, the council expanded its television 
program when it “introduced a new monthly Mobilization—Public Interest 
Information Guide giving all radio and TV stations complete information 
on current public service campaigns.” The wide spread use of the guide lead 
to “more than one billion television home impressions,” and the cooperation 
of over “100 national advertisers and the four national networks.” In 1953, 
the Advertising Council urged television advertisers to use pretaped televised 
public service messages. It said that radio and live television had been includ- 
ing Advertising Council public services messages, but filmed programming 
had not yet been as inclusive. The council said that Procter & Gamble had 
“pioneered” the use of filmed Advertising Council messages by including 
them in the “Red Skelton Show,” the “Fireside Theater,” and “The Doc- 
tor.” The council made an appeal to brand-name manufacturers sponsoring 
television shows and offered them Advertising Council produced “free film 
spots, flip cards, balops and slides.” Throughout the 1950s, the Advertising 
Council increasingly added the use of television to their campaigns. Between 
1952 and 1956, the delivery of council messages via television increased 
200 percent. 


Public Service Television Programming 


In addition to advertising campaigns, television provided the opportunity 
create public service television shows. In March of 1953, the Advertising 
Council worked with ABC, CBS, and NBC to broadcast the March 17 
“atomic explosion” in Yucca Flat, Nevada. The council claimed the broadcast 
had. been requested by the government. The atomic test was to determine 
“the effect of the blast on frame structures and vehicles.” The purpose of 
broadcasting the test was “to alert citizens to the need for civilian defense 
activities.”> The use of television advertising also brought The Crusade for 
Freedom into American home, making over 350 million home impressions 
in one year and bringing the CIA and American information services directly 
into American living rooms television to solicit monetary donations from the 
American public diplomacy.”° 

Television also allowed for quick action to be taken when the council and 
affiliates in the private and public sectors identified an issue. For instance, in 
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response to recession, the council launched the “Future of America Program.” 
They produced the “emergency” campaign because “a psychological business 
recession seemed likely and there were numerous rumors of worse to come.” 
Like the “Miracle of America” campaign, the council created a booklet called 
“The Future of America” to educate the American public. To support the 
campaign on January 2, 1955, ABC, CBS, DuMont and NBC all aired “a 
half-hour campaign film produced by the Council and based on the cam- 
paign booklet.” Paul Hoffman, former administrator of the Marshall Plan 
and current chairman of the Studebaker-Packard Corporation, narrated the 
show.” 


Ad Council Television Shows 


By the mid-1950s, the Advertising Council had offices in New York City, 
Washington D.C., Chicago, San Francisco, and Hollywood, giving the coun- 
cil easy access to the major media hubs, and all the major campaigns, such 
as the Crusade for Freedom, Religion in American Life, “Better Schools,” 
Red Cross, ran on television. In the mid-1950s, the National Association 
of Radio and Television Broadcasters annual convention included a “special 
Public Service Exhibit.” The council claimed that over 40 “government agen- 
cies and private organizations, whose cause receive radio-TV support through 
the Council, set up individual displays showing how broadcaster and the 
Council serve the public interest.”?’ 


Segregation and Sports 


One of the major unresolved dilemma's for television broadcasters and pro- 
grammers was how to include African American audiences without offending 
racist white audiences. Entertainment programming that included African 
Americans generated more complaints of stereotypes than audience. Some 
of the variety shows maintained the World War II precedent of including 
African American performers, as had been urged by the federal government, 
in order to appeal to African American audiences. Early shows on CBS and 
DuMont in New York included African American performers. But most 
attempts In 1950, the ABC comedy Beulah starred Ethel Waters as the maid. 
The show was canceled in 1953. In 1951, the popular radio Amos ‘n’ Andy 
became a television show and ran for two seasons, however the NAACP 
objected to the racial stereotypes. Wanting to expand markets, New York 
based television productions did not want to offend potential audiences in 
the Jim Crow segregated cities of the South and television broadcaster focused 
televised sports as a means of attracting African American audiences.” 
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From television’s early days, sports proved to be one of the “most popular” 
types of television program.” During World War II, RCA donated televisions 
and NBC donated programming to the U.S. Army and Navy run hospitals 
in the New York City area. Among these early experimental networks, they 
broadcast sports event from Madison Square Garden. In 1946, the J. Walter 
Thompson Company had “the biggest sports package on television.” Their 
client Ford Motor Company sponsored pro-football and collegiate football, 
as well as sports events from Madison Square Gardens. Sports which were 
popular radio programming translated well to television. The first television 
commercial for Bulova clocks in 1941 happened during a Brooklyn Dodgers 
versus a Philadelphia Phillies game. The commercial pictured a clock and the 
map of the United States, and a voiceover stated “America runs on Bulova 
time.”*! 

In 1946, J. Walter Thompson helped Ford broadcast professional ten- 
nis matches. In 1947, JWT arranged for the Ford Motor sponsorship of 
Brooklyn Dodgers and Chicago Cubs games and the World Series. By the 
end of the 1940s, bars with televisions which ran live sporting events proved 
popular. Henry Luce and Time sponsored the televised broadcasts of the 1948 
Olympics. The J. Walter Thompson Company took credit for being the first 
to broadcast a President throwing out the opening pitch, when they televised 
Truman throwing out the opening pitch at the World Series.*” 

The hiring of Jackie Robinson, in 1947, by the Brooklyn Dodgers and 
the integration of baseball allowed televised sports to show an integration not 
found across the United States. Branch Rickey who made the decision to hire 
Robinson for the Dodgers discussed Myrdal’s book with friends as discus- 
sion of integrating baseball occurred during the World War II. In February 
of 1944, in a speech before the Brooklyn Rotary Club Rickey gave a speech 
that described a plan for the gradual integration of baseball. It finally matured 
when he hired Jackie Robinson who debuted for the Brooklyn Dodgers on 
April 18, 1946. Jackie Robinson signed a contract with NBC.” In 1950, 
Robinson missed part of his third and forth seasons to play himself in the 
movie The Jackie Robinson Story, a fictionalized movie about his life. For 
international viewers, the film provided a very visual image to disassociate the 
United States as a whole from racist elements within American society. Thou- 
sands of white fans cheering for an African American player offered an image 
other than the one Myrdal painted in The American Dilemma. Throughout 
the 1950s, major league baseball teams across United States integrated. 


Television News 


In 1952, surveys showed that the American public still preferred to get their 
news from newspapers and radio rather than television. Ratings for news and 
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political programming remained low. Networks had broadcast the hearings 
for the Marshall Plan, United Nations sessions, and the House Un-American 
Committee hearings of Alger Hiss. One of the most popular early government 
coverage was the Senate Special Committee to Investigate Organized Crime 
in 1951 lead by Senator Kefauver. In 1954, the McCarthy hearings before 
Congress did not receive good ratings, particularly as compared to Kefauver’s 
organized crime hearings, and televising congressional hearings fell out of 
fashion.” 


Politics and Television 


For advertisers who believed they should be directly involved with politics, 
everything came together for the 1952 presidential election. In addition 
to television advertising campaigns during the election, for the first time 
advertisers sponsored the conventions. While Henry Luce’s Time magazine 
sponsored the 1948 national conventions, but the television viewing audience 
was not yet truly national.” Westinghouse sponsored the Republican con- 
vention on CBS and Philco sponsored the Democrat convention on NBC, 
Stations broadcast the conventions in Chicago, and the conventions received 
good ratings and many in the industry felt election campaign increased 
television viewing. 

In January 1952, NBC and ABC said they would sell advertising time to 
candidates and their representatives. By March the Republicans bought time 
and ran Eisenhower commercials, but none were bought for Democrats.” 
During the election cycle the Eisenhower campaign made pioneering use of 
television advertising. The campaign helped the Republican Party in general 
organize their campaign strategy for broadcasting and political campaigns. 
Meetings began in 1951 and eventually Eisenhower used longtime Advertis- 
ing Council agency Young & Rubicam to produce his campaign. Young & 
Rubicam made television a major part of his advertising campaign and made 
upwards of 40 television commercials. As often occurred with news or public 
information programming, the candidate’s speeches did not get good ratings. 
With ratings as low as ten to 15 percent, television commercials could make 
more television home impressions.*® 

In addition to television commercials created by advertising council affili- 
ates, the Council cosponsored the American Heritage Foundation campaign 
“Get Out and Vote,” a bipartisan campaign to encourage Americans to vote. 
Sponsored by the American Heritage Foundation, it represented the first cam- 
paign done by Democrats and Republicans together to increase voter turnout. 
Since the foundation had worked with the council to produce the Freedom 
Train, they had expressed concern over voter turnout. The 1948 presiden- 
tial election in which only 51 percent of eligible voters voted, versus 75—90 
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percent across Europe, 71 percent in Japan, and 72 percent in Israel caused 
more concern. They described Americans’ voting habits as “our horrible habit 
of not voting.” For the voting campaign, the council worked with “leading 
psychologists and public opinion consultants.” Their findings resulted in a 
strategy that would avoid criticism or negativity about previous low voter 
turnout. To reframe it, they created a campaign that would “stress that people 
everywhere are tremendously interested in this election.” They chose cam- 
paign phrases such as “don’t be left out” and “see you at the polls.” Winthrop 
Aldrich and Thomas D’Brophy who worked on the Freedom Train worked 
on the campaign.” 

The combined council and foundation campaign published information 
about voting in 25 languages and distributed information to “national- 
ity organizations,” and “foreign-language newspapers.” In conjunction with 
their campaign the Common Council for American Unity worked with the 
American Heritage Foundation to publish the booklet “Voters ABC” that 
described the nation’s “literacy test, the poll taxes, registration, absentee bal- 
loting, and what to do once inside the voting booth.” For the first time in 
history, they claimed product packaging would be devoted “to a public service 
campaign urging all citizens to register and vote.”“” The Kellogg Company 
put the faces of both major candidates on Corn Flakes boxes with the slogan 
“vote as you please—remember to vote.” The back of the boxes had informa- 
tion regarding “voting regulations” entitled “facts your family should know 
about voting.” The side panels had “voting statistics and instructions on the 
proper display of the American flag.”*! The foundation took credit for halting 
the trend of voter apathy in the United States. They said they had “reversed” 
a “20 or more years of increasing citizen lethargy and indifference.” In a press 
release after the election, they took credit for “the largest voter turnout in 
American history” claiming that 11,727,549 more people voted in 1952, an 
increase of 23 percent.” 


Ronald Reagan 


Television also laid the seeds for President Ronald Reagan’s political career 
and his commitment to the use of persuasive information in the Cold War. 
In 1954, Reagan signed a contract with General Electric to host the General 
Electric Theater. In addition to hosting the show and starring in some of the 
episodes, the contract obligated Reagan to 16 weeks of touring the country to 
speak to GE employees. Within four years, Reagan visited 130 factories and 
spoke to nearly 200,000 G.E. workers. General Electric also built Reagan 
“The House of the Future” featuring state the art GE appliances, televisions 
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and lighting and other advanced household technology. One of Reagan's top- 
ics was the Cold War which included raising money for the Crusade for 
Freedom.“ 


Global Television 


From the beginning, American companies wanted to put American style tele- 
vision around the globe. In December 1945, the J. Walter Thompson issued 
an internal, confidential report regarding the expansion of business around 
the globe.“ The J. Walter Thompson engaged in the “foreign distribution 
and production” of television beginning around 1951.5 JWT had antici- 
pated and hoped to have commercial television operating in Britain by 1952. 
Since they had offices in Britain beginning in 1899, the agency hoped to 
be able to replicate successes in the United States as they usually did with 
British markets. The office in London had long served markets in both the 
British Empire and Europe.“ However, commercial television did not begin 
in Britain until 1955. The British Broadcasting Corporation which had been 
public broadcasting in England since radio in the 1920s had complete control 
over British radio and then television. By the late 1920s, commercial radio 
had been broadcast into England from Europe by Radio Luxembourg, Radio 
Normandy, and the International Broadcasting Company in 1933. The fact 
that British audiences tuned into these networks and did not object to the use 
of advertising over them was used as evidence that Britain should have com- 
mercial broadcasting. The topic remained under debate through the early 
1950s. On July 30, 1954, a bill created the Independent Television Authority 
that in turn put on first commercial “on air 14 months later” September 22, 
1955. 

Television’s early pioneers also dreamed of building “global television.” 
In the late 1940s, former consultant to VOA, Henry Holthusen and engineer 
William Halstead met with Karl Mundt and others to outline a plan for global 
television. Since the United States and the United Kingdom were among the 
few countries with television, the first goal needed to be convincing other 
countries to install a similar television network as in the United States. Sen- 
ator Mundt gave a speech to Congress that the press picked up on. In 1952, 
Japanese publisher Masutaro Shoriki invited Halstead and Holthusen to 
present in Japan. The following year, Halstead’s company supervised the 
launching of station JOAX. Beginning in the early 1950s, the J. Walter 
Thompson Company worked with Latin American countries to expand their 
television networks and production facilities. Several Advertising Council 
members worked to make sure that countries around the world established 
television as commercial broadcasting systems similar to the United States. 
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In Latin America, television networks were primarily commercial, with little 
public broadcast.“ 

By 1953, 16 countries had television service and seven had it in devel- 
opment. Japan began commercial television broadcasts in 1953 and within 
a few years programming executives from Radio Tokyo-TV reached out to 
the J. Walter Thompson Company to help with television commercials. 
By 1956, 44 countries had consistent television programming and 196 sta- 
tions. American distributor Screen Gems had offices in Canada, the United 
Kingdom and Latin America, and by the late 1950s they had shows such 
as “Rin Tin Tin” running in 21 countries. Shows were supported by a mix 
of local sponsors and major American companies, and Advertising Council 
members, such as Procter & Gamble, Colgate, Delmonte, General Electric, 
Goodyear, Max Factor, Bristol-Myers, and Westinghouse. In Mexico City, 
J. Walter Thompson helped sophisticated television production facilities.” 

By 1956, J. Walter Thompson clients sponsored American shows around 
the world. Kellogg sponsored “Lassie” in Mexico, and Kraft sponsored “I Love 
Lucy” in Germany.” In Latin America, J. Walter Thompson client Stan- 
dard Brands sponsored televised bowling. Ford Motor’s Ford Theatre aired 
in Puerto Rico.’ They claimed that their first televised commercial in Latin 
America was for Squibb, and by mid-1950, they claimed to advertise in 
Latin America for “Lever Brothers, Pond’s, Eastman Kodak, Kellogg, Mobil 
Oil, Carnation, Scotts Emulsion, Standard Brands, R.T. French, Scott Paper, 
Eno, Mentholatum, and Ford Motor.” In Australia, J. Walter Thompson 
helped with the first year of Australian television. By 1957, their clients 
Kraft, Kelloggs, Coca-Cola, Chesebrough-Pond’s, Whitehall Pharmaceutical 
Company, and Lever Brothers advertised on Australian television.” NBC’s 
Sylvester Weaver supported global television and the use of it to counter the 
threat of the Soviets. ABC, NBC and CBS gave technical support to Latin 
American broadcasters. NBC worked with J. Walter Thompson and Kraft to 
bring the Kraft Television Theatre to Mexico. In the early 1960s, NBC helped 
establish the first television station south of the Sahara in Africa in Nigeria.” 

Commercial television did not develop in Europe as quickly as it did 
in South America. In 1955, Britain finally allowed commercial television 
and in 1956 Australia got its network up and running. Europeans could 
watch Britain’s commercial broadcasts, but did choose a combination of pub- 
lic and private broadcasting networks. By the late 1950s, council agencies 
Young & Rubicam, J. Walter Thompson and McCann-Erickson had sub- 
stantial billings from around the globe. American agencies conducted market 
research around the globe, in countries such as Pakistan, Mexico and Japan. 
By 1957, 375 television stations were in operation in countries other than 
the United States, and 24 countries had commercials on television. While the 
dream of a global television network did not fully materialize, commercial 


Openmirrors.com 


One Nation, One World with Television e 127 


television markets upon which American advertisers could advertise goods for 
American brand-name manufacturers emerged around the globe. By 1958, 
there were 566 foreign television stations and 404 of them were strictly 
commercial television. American television shows were dubbed into Chinese, 
Finnish, Flemish, French, Italian, Japanese, and Tagalog and subtitled in Thai 
and Arabic, and more than 100 shows ran in 43 countries. By the late 1950s, 
the American ratings company and longstanding Advertising Council partic- 
ipant A.C. Nielsen, established an office in Japan. American shows, such as 
“Lassie,” “I Love Lucy,” “Father Knows Best” and “Highway Patrol” aired in 
Japan at the time.” 


State Sponsored Television 


The State Department funded several educational exchanges that involved 
building television networks in other countries. When the Eisenhower 
administration streamlined overseas information with the creation of the 
United States Information Agency (USIA) in 1953, which took over the 
VOA, the agency served as a research body for foreign television broadcast- 
ing. During this period, CIA director Allen Dulles routinely hosted parties 
that brought together CIA officers and CBS executives. The United State 
Information Agency helped countries develop radio and television infrastruc- 
tures, while at the same time monitoring broadcasters, newspapers and news 
agencies around the globe.” 

In 1958, USIA claimed of the 70 million television sets in the world, 
the United States had 44 million, Canada a little over two and a half mil- 
lion and remaining countries had 23 million. Of that, they claimed three 
and half million sets were in communist countries.” The Voice of American 
began exploring the use of television in 1952 and throughout the 1950s, the 
American military developed the Armed Forces Radio and Television Service 
(AFRTS) to provide television to American service personnel and their fami- 
lies around the globe. By 1959, Armed Forces Television operated 37 stations 
on six noncommercial television circuits in Central America, North Africa, 
the Middle East, Western Europe, East Asia, Greenland, Iceland, Philippines, 
Okinawa, Guantanamo Bay, South Korea, Germany, Cuba, Puerto Rico, 
Guam, and Alaska. Networks donated television shows. In the areas where 
the stations operated, local audiences could also intercept the broadcasts.”* 


The Three “Hows” of Television 


In 1955, with a strategy for how television would operate fairly well in place, 
the Television Bureau of Advertising, a nonprofit organization devoted to 
promoting television broadcasting to advertisers, published a promotional 
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booklet called The Three “Hows” of Television. In over 50 pages, the Tele- 
vision Bureau of Advertising sought to bring on board any advertisers still 
shying away from investing in television. They claimed that since 1950, tele- 
vision advertising had “multiplied 14 times over the past five years.” The 
Institute for the Research in Mass Motivations, Inc. conducted research in 
supermarkets across the United States that the Television Bureau of Advertis- 
ing claimed as important evidence for televisions’ success. Based on a survey 
of American housewives, television had proven to be far more effective than 
magazines, newspapers, and radio. For nationally advertised products, they 
argued that as much as half of all dollars spent at the grocery store could 
be credited to television advertising. They argued this figure was five times 
what radio advertising could generate, and three and a half times that of 
newspapers. Indicative of the prevailing attitudes among major advertising 
agencies, they described the importance of television to the American econ- 
omy. The Television Bureau of Advertising quoted a speech from President 
Eisenhower, given before the National Association of Radio and Television 
Broadcasters. Reportedly, President Eisenhower praised radio and television 
to the group. He called print media cold in comparison with “the television 
or with the radio, you put an appealing voice or an engaging personality in 
the living room of the home, where there are impressionable peoples from the 
ages of understanding on up.”” 

They called it the “newest and most emphatic motivation force in the 
economy of our nation” and “the most massive motivating force.” As of 1955, 
the Television Bureau claimed that the “average television family spends more 
time watching TV than with any other activity except working or sleeping.” 
Based on A.C. Nielsen ratings for 1955, the “average television home” had 
the television on for 5 hours and 28 minutes a day, or 38 hours a week. Tele- 
vision, they argued, “moves people as nothing else has” and “moves goods as 
nothing else has.” With the level of “motivation,” television could provide, 
it helped “circulate more money, more swiftly, and more productively than 
any other device yet perfected by men’s minds.” They claimed that 15,000 
people a day were still purchasing televisions. Television for the first time “in 
the history of the world” could bring together “80 million people at one time 
to witness a single spectacle.” Television represented the only way to consis- 
tently “command the attention of individual programs of 30 to 40 million 
persons, who so enthusiastically hail their favorite entertainers as friends and 
heroes.” At the same time, it could “sell more goods to more customers more 
efficiently than any other vehicle of mass communications.” 

Utilizing the fears of recession brought on by the 1953-54 economic 
downturn, they urged advertisers to expand their use of television or risk 
inhibiting the expanding economy. In less than ten years, television had 


Openmirrors.com 


One Nation, One World with Television èe 129 


“become one of the major energizers of our expanding economy.” They 
warned that “unless customers continue to absorb today’s super and growing 
volume of industrial output, economic retrenchment is inevitable.” Television 
represented the way to stimulate the “dynamic drive to keep our economic 
flywheel turning at the pace to preserve today’s prosperity.” Television above 
all other sources of advertising, represented “the most effective, omnipresent 
catalyst in existence for bringing products and prospects together,” because 
it could convert “productivity into prosperity.” The best audience for brand- 
name manufacturers and the advertising agencies working on their behalf 
were “big families with young housewives.” The “three hows of television,” 
were the ways to make the most out of television advertising dollars. The 
three questions that advertisers should ask about television commercials were 
“how many prospects,” “how much does it cost,” and “how effective” have 
advertising time at those times in those markets been.“ 

By the mid 1950s, American television had permanently developed into 
a commercial media. Commercial television, with entertainment and infor- 
mation produced to facilitate advertising emerged as a permanent part of 
American culture, survived even the transition to pay television.” In exchange 
for free television programming television audiences watched commercials, 
and broadcasters, advertisers and brand-name manufacturers had deter- 
mined what types of programming attracted the audiences most likely to be 
persuaded by their commercials. In addition to precedents being set in pro- 
gramming and financing, the system of market research and television ratings 
done by the A.C. Nielsen Company also came together during the 1950s. 
By mid century, the top 40 advertising agencies placed $964 million worth of 
radio and television advertising, and advertisers expected billings over the next 
five years to reach upwards of $2 billion. The J. Walter Thompson Company 
predicted that by 1957 over 71 percent of American households would own 
television and 85 percent of the national market would be saturated. How- 
ever, they anticipated that the television market would continue to expand as 
color television came to dominate the market. Television made free enter- 
prise capitalism an even more intimate part of American culture. It surpassed 
film and radio in terms of how Americans spent their entertainment time 
Television enhanced the ability of the Advertising Council, and hence the 
American government, to create persuasive information campaigns, and tele- 
vision also provided businesses a way to further expand their business overseas 
and promote the free enterprise system. 
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CHAPTER 8 


“The Conscience of America” and 
“The Arsenal of Persuasion”* 


uring the 1950s, what had been a piecemeal and loosely orga- 

nized series of public information campaigns became an American 

institution. With the election of Eisenhower, the use of the Adver- 
tising Council by the White House survived the transfer of the executive 
branch from the Democrats to the Republicans, and the use of persua- 
sive information, as J. Walter Thompson Company executive James Webb 
Young described at Hot Springs in 1941, was now part of the American 
economic and political structure. Public relations and advertising on behalf 
of a country or government entities within the country became a stan- 
dard part of American politics. With the Eisenhower administration openly 
embracing the use of advertising for domestic and foreign politics, support- 
ers of free enterprise capitalism implemented their strategies of advertising 
and brand management across the political landscape. Advertising Council 
members continued expanding their businesses around the globe, and with 


“The phrase arsenal of persuasion comes from a 2009 panel discussion about the 
Smith-Mundt Act, “Rebuilding the Arsenal of Persuasion,” ARMSTRONG STRATE- 
GIC INSIGHTS GROUP, January 13, 2008; http://mountainrunner.us/symposium/panels. 
html; last accessed August 3, 2009. In 1954 Richard Deems director of Ad Council and 
VP and General Advertising Manager, Hearst Magazine, Inc. in speech celebrating Adver- 
tising Council day in Los Angeles said “The Council has been called the conscience 
of advertising. Today, it might almost be called the conscience of America.” He men- 
tioned Hearsts long time affiliation with the Ad Council and said “improvements in 
our American way of life which would not have happened had not American advertis- 
ing developed a massive and effective system for delivering persuasive messages to our 
citizens about what needs to be done.” Richard Deems, Speech, August 17, 1954, box 
10, Advertising Council General 1954, Files of Special Assistant Relating to the Office 
of Coordinator of Government Public Service Advertising, James M. Lambie Jr., Staff 
Files, EL. 
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each year more American companies joined them. President Eisenhower 
pursued policies that fit with the council’s free enterprise agenda and incor- 
porated advertising and public relations at all levels of American policy. 
He openly included the council when he revamped the national security 
strategy to make overseas information a more important part of foreign 
policy. Eisenhower called the council “one of our greatest agencies for the 
preservation of free government.”' He allowed the council to continue their 
tradition of off-the- record White House conferences and on-the record 
Round Tables and he called on the Advertising Council to help the adminis- 
tration with new council campaigns, such as the People’s Capitalism program, 
the Atoms for Peace campaign, and People-to-People. For his secretary 
of defense, Eisenhower chose representatives from long-standing council 
corporations, brand-name manufacturers General Motors and Procter & 
Gamble. 

As president, Eisenhower embraced the use of advertising by the federal 
government. He called for “a broader use of the public service advertising 
mechanism provided by the Advertising Council.” He claimed, “we must 
undertake the task of laying before the people of the world the facts of today’s 
life.” To council president T.S. Repplier, President Eisenhower referred to 
the council “one of the most important agencies in the country.” In 1953, 
White House officials described the council as “a private organization” that 
“enables the nation to call on the talents of advertising people without creat- 
ing another government bureau staffed by such people.” They claimed that 
when the government needed “voluntary action by American citizens,” the 
Advertising Council was the agency that provided “the advertising which 
stimulates that action.” Membership in the council remained similar to that 
during the years of the Truman administration and included “leading adver- 
tisers (i.e. businessmen), publishers of magazines and newspapers, radio and 
television executives, and advertising agency officials.” President Truman’s 
Advertising Council liaison Charles W. Jackson helped with the council and 
suggested to Eisenhower's’ staff “that the President might wish to ask the 
Council member to consider donating even greater amounts of advertising 
in the future.” 

President Eisenhower quickly hired Time-Lifes C.D. Jackson who had 
been vital in developing Radio Free Europe and the Crusade for Freedom for 
advice on psychological operations and Congress began hearings to revamp 
the United State’s international information system. C.D. Jackson promoted 
the use of the Advertising Council’s methodology and network to members 
of Eisenhower’s administration. Jackson called American business “the cat- 
alyst agency” which had allowed the “country to furnish the most at the 
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least material and moral cost.” He promoted the idea of American businesses 
also helping the world, because “that accomplishment can be extended to 
the whole world on a partnership basis, not just partnership between nations 
but partnership within the U.S., the nation from whom intellectual, spiritual 
and material initiative must flow.”4 He told Secretary of Commerce Sinclair 
Weeks that “you know that despite their rather hucksterish title, they are a real 
force for good in the nation, and can be of tremendous values in interpreting 
this Administration to the nation.” James M. Lambie, special assistant in the 
White House Office from 1953-61, worked primarily as the coordinator of 
programs between the government and the Advertising Council. Early in the 
administration, Lambie wrote to Eisenhower regarding the positive feedback 
he had received from the council. He claimed that the council felt that “you 
are the first President in their memory who seems to understand what the 
conference and The Advertising Council is all about!”® 

In 1953, the tasks listed for Lambie’s charge included “functions heretofore 
performed by the White House in connection with Government Information 
Campaigns,” including working with the Advertising Council. They set 
priorities for the Advertising Council’s services and helped the Advertising 
Council “in obtaining many millions of dollars worth of free advertising 
space and time for government information campaigns.” They acted as a 
“channel for all requests for Advertising Council assistance from all govern- 
ment agencies.” They coordinated meetings “between government agencies 
and Advertising Council volunteers” and helped with contracts and approval 
of campaign material. They also helped coordinate the Advertising Council’s 
annual White House meeting.’ 


Religion in American Life 


As president, Eisenhower continued to support the Religion in American Life 
(RIAL) campaign and attributed much of the increase in religious worship 
to it.* Eisenhower launched the fifth RIAL campaign with a speech broad- 
cast on all the major radio networks and aired on television November 1, 
1953. The campaign phrase for the year was “Light Their Life with Faith, 
Bring Them to Worship This Week,” and Bing Crosby, Samuel Goldwyn, 
Jackie Robinson and Norman Rockwell also participated in the campaign.’ 
During the Eisenhower years, the council expanded their work onn reli- 
gious campaigns to a worldwide campaign called Religious Overseas Aid. The 
campaign included the usual range of newspaper, radio, television, and adver- 
tising on public transportation and in in-house company magazines. The ads 
urged Americans to donate clothing, food and medicine. The religious groups 
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involved included Church World Services-National Council of Churches, 
the Catholic Relief Services-National Welfare Conference and the Synagogue 
Council of America.!” 


Smokey the Bear 


In 1952, the Advertising Council received Congressional trademark protec- 
tion for the Smokey the Bear logo. The campaign done in conjunction with 
the U.S. Forrest Service to prevent forest fires had become popular enough 
that Congress passed an act imposing a $250 fine or up to six months in 
prison for use of the logo without permission of the council. After having 
imitators attempt to create products using the Smokey the Bear symbol, the 
council sought congressional protection. Once granted, it launched a cam- 
paign in the fall of 1953 that featured a variety of retail products. They 
sought to make Smokey the Bear as recognizable and endeared by children 
as Mickey Mouse and Hopalong Cassidy. Song publisher Hill & Range pub- 
lished a Smokey the Bear song. The merchandise created included bags, belts, 
fabrics, and scarves. President Eisenhower accepted “the first Smokey doll for 
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his grandchildren. 


Under Attack 


In 1953, the Advertising Council faced its most aggressive attack in the 
House of Representatives. In spite of protests during the Freedom Train that 
came from left wing antiwar groups the only major objective to the Adver- 
tising Council came from conservative Republicans. The conflict reflected 
tension within the party between the liberal, pro-Eisenhower Republicans 
and more conservative party members.” Republican representative Carroll 
Reece of Tennessee spoke out against the Advertising Council and the Ford 
Foundation. Calling the Council’s “Miracle of America” brochure a “social- 
istic document,” he claimed that it promoted a “British labor-socialist-party 
platform.” He also attacked the Ford Foundation for granting $15 million to 
the Fund for the Republic for the investigation of civil rights in the United 
States. He called the actions communistic and encouraged other members of 
Congress to speak out against the organizations. 

In response to his outcry, the House majority leader, Rep. Joseph Martin, 
Republican of California, granted Reece $50,000 of the $75,000 he requested 
for investigating “tax-exempt foundations.” Reece organized a committee to 
investigate. At the same time, Rep. Bob Wilson also a Republican from 
California defended the Advertising Council. He expressed concern that the 
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council would be attacked and described it as “a non-profit organization 
devoted to selling to America and the world the continuing importance of 


the free-enterprise system.”'? 


USIA 


In 1953, Henry Ford II became the chairman of the American Heritage 
Foundation replacing Winthrop Aldrich, who left to become the American 
ambassador to Great Britain. The foundation took over the Crusade for Free- 
dom. It did not take over advertising for the campaign, which remained in 
the hands of the Advertising Council. At the time, the Crusade for Free- 
dom was also the entity “organized in 1950 to raise funds for the National 
Committee for a Free Europe and the Committee for a Free Asia.”!* At the 
time, the foundation described itself as a “non-partisan, non-political educa- 
tional organization” which was designed “to develop a greater awareness and 
a keener appreciation of the advantages we have in this country,” and “to 
persuade all Americans that only by active participation in the affairs of our 
nation can we safeguard our freedoms.”" 

President Eisenhower called his reorganization of national security pol- 
icy the “New Look,” and it included the use of advertising and public 
relations on behalf of the federal government and the military.'° In 1953, 
recommendations to President Eisenhower by Arthur Goodfriend, done at 
the urging of C.D. Jackson, advised Eisenhower to use “a philosophy of pro- 
paganda that speaks to people in terms of their own personal daily life, rather 
than hi-sounding phrases.” They suggested that the propaganda would be 
most effective if “only a small part of America’s overseas effort should be vis- 
ible,” and the rest remained “out of sight.” They also suggested extensive 
research into other nations because “victory may depend on whether America 
will be the first nation in history to find out what others want.”!” 

In the spring of 1953, on the heels of the death of Joseph Stalin, the 
Senate Subcommittee on Overseas Information Programs of the Commit- 
tee on Foreign Relations held hearings regarding the “Overseas Information 
Programs of the United States.”'® President Eisenhower appointed William 
H. Jackson, to chair the President’s Committee on International Information 
Activities. The hearings were designed to restructure the overseas informa- 
tion programs and resulted in the basis of the new United States Information 
Administration.” Testimony at the hearings explored the presentation of 
messages about America overseas and stressed the need for more sophisticated 
overseas information campaigns. The hearings included discussions about the 
motion picture industry, advertisements, books, libraries, and information 
centers. Generally, officials felt that the American film industry did a good 
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job self censoring and creating movies that contributed favorably to American 
Cold War interests. During the hearings, the chairman of the committee, 
Senator Bourke B. Hickenlooper, expressed concern that American films “cre- 
ated the idea that everyone in America was rich.” He argued that these films 
had contributed to “deep-seated jealousy and resentment against the United 
States.” Throughout the testimony, they analyzed the means to delivery 
information in various countries. For communist countries, radio represented 
the only media for reaching audiences and the VOA was being redesigned so 
that it would only be broadcast in languages and inside the Iron Curtain 
of “approved countries.” In Western Europe, considered “highly developed,” 
they recommended that information programs operate through “indigenous 
channels of communication.” For the Middle East, they instituted a library 
program.” 

Theodore Repplier, president of the Advertising Council, gave a state- 
ment before the subcommittee on March 31. In addition to being the 
long-standing president of the council, he was also “a member of the advi- 
sory committee of the International Press Service,” a unit in the International 
Information Administration. Couching his testimony with the claim that he 
was not an overseas information “expert” and primarily understood “overseas 
propaganda” as it related to the “press and publication section,” he discussed 
studying “how advertising might be used to help the overseas American infor- 
mation job.” Repplier recommended that “defensive material” would be most 
effective if it followed principles used by advertising, in particular “transmit- 
ting one idea at a time.” He advised that “our word and picture propaganda” 
should be divided into three groups “one segment for offense, one segment for 
defense, and the third, and probably the largest, segment a flexible one varied 
in each locality to meet local problems.” Edward L. Bernays, public rela- 
tions expert, often considered the founder of public relations, called American 
overseas information services at the time “inefficient, feeble, and inadequate.” 
Bernays testified that overseas information programs alone could not “win the 
hearts and minds.” They were connected to national foreign “policy and pro- 
cesses.” He insisted that “psychological warfare should be an instrument of 
national policy, but is not a substitute for other strengths or national policies” 
and that the United States had been failing at “mass persuasion.””” 

Boris Shishkin, the Director of Research, from the American Federation 
of Labor, and Council participant, testified that an official “Government 
imprint” on any form of information media whether “a radio broadcast, 
a printed pamphlet, or a mimeographed release” decreased the impact. He 
insisted that the most effective information came “presented by private orga- 
nization and particularly by bona fide trade-union organizations.” He argued 
that the Mutual Security Agency’s “labor information program” alone had not 
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been sufficient in depicting labor unions overseas and that the State Depart- 
ment ran “hot” and “cold.” He expressed concern that the United States 
Information Service (USIS) booklet “Sinews of America” failed to mention 
unions or organized labor. Shishkin stressed the ideological nature of the con- 
flict between the Soviet Union and the United States. He said that it was not 
a conflict “between two geographic units,” but was conflict between “freedom 
and self-government.”” 

Long time Advertising Council participant, Mr. Gallup, of the Gallup 
poll testified about how to research the effectiveness of propaganda. He said 
that “new research techniques” allowed for them to determine whether it was 
“possible today to find out just what propaganda ideas of the enemy are being 
accepted in any country.” Gallup insisted that information programs need to 
be continually researched, evaluated and revised. He said, “Christ and his dis- 
ciples were among the best propagandists of the world, and the only reason 
that some 600 million persons on this globe today embrace the Christian reli- 
gion is through the continuing and highly skilled propaganda efforts of the 
church.” In the end, after much debate and recommendations made in both 
Congressional hearings and the Jackson Committee for psychological war- 
fare, the United States Information Administration (USIA) was established 
on August 1, 1953 as a subordinate of the Department of State. However, 
the director of USIA would be subject to only the oversight of the National 
Security Council (NSC). President Eisenhower had requested $96 million for 
USIA, but Congress only approved $75 million.” 

At the time, the United States already had 200 information centers in over 
60 countries. The overseas library program had upwards of 2,000,000 books 
and the International Information Administration of the Department of State 
claimed that in 1952 36,000,000 people around the world used the library 
services. In July 4, 1953, Egypt launched the Voice of the Arabs radio broad- 
casts. The equipment for the radio station came from the Central Intelligence 
Agency who equipped “the Egyptian government with the region’s most pow- 
erful broadcasting equipment.””° In October 1953, the “Advisory Committee 
on Voluntary Foreign Aid, Foreign Operations Administration” sent a con- 
fidential report with advice and recommendations to the White House to 
be used by the White House and the Advertising Council. They recom- 
mended the expansion of programs in Korea, which at the time included the 
Advertising Council’s long-standing CARE campaign that had been extended 
from Europe to Asia. They recommended that CARE and other programs be 
expanded into India, the Middle East and Pakistan.” President of the Adver- 
tising Council, Repplier weighed in when tensions rose between Congress 
and USIA supporters over budget appropriations for overseas information. 
Appropriations of 75 million in 1954 were considered to be restrictive and 
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in danger that “our propaganda will be badly hurt in important areas like 
Guatemala, Southeast Asia, Indo-China and India.” Repplier warned that 
the lack of funding would further contribute to the problem of not being able 
to find enough qualified personal to staff USIA facilities around the globe.” 


Atoms for Peace 


The Eisenhower administration also mounted a global public relations cam- 
paign regarding atomic energy. Still facing a negative image as a result 
of the American atomic bombings of Hiroshima and Nagasaki Japan, the 
Eisenhower Administration faced the image of the mushroom cloud repre- 
senting Cold War fears.” The Advertising Council had included members of 
the country’s atomic energy industry at its annual White House conferences.*! 
At the 1950 annual conference, the prevailing attitude regarding Atomic 
Energy assumed that the “new phenomenon” would eventually “affect practi- 
cally every phase of life, business and industry as well as military strategy.” 
During the Councils 1952-1953 year, they helped sponsor the Yucca flat 
atomic bomb test broadcast on radio and television.” In December of 1953, 
Eisenhower gave a speech before the United Nations calling for atomic 
energy to be shared. He suggested that both the United States and the Soviet 
Union contribute material to an International Atomic Energy Agency. The 
program developed from “Operation Candor,” radio and television state- 
ments given by Eisenhower's and administration officials regarding the Cold 
War. It included the radio series The Age of Peril. After Eisenhower’s speech 
to the United Nations, USIA launched a campaign on the programs, get- 
ting foreign newspapers to reprint the speech and creating a pamphlet with 
the speech in 17 languages. The United States Information Services set up 
book displays of books on atomic energy. USIA created a traveling Atoms 
for Peace exhibit that included a film produced by long time council mem- 
ber General Electric called A Zs For Atom. ABC, CBS and NBC as well as 
many major newspapers covered the opening of the exhibit. Life ran a long 
pictorial." 


What is America? 


In 1954, Arthur Goodfriend published the book, What is America? based 
on the Advertising Councils American Round Table Forum from 1952-53. 
USIA distributed the book to nations through its overseas information pro- 
grams. The Round Table included the participation of “forty-one specialists 
in American art, business, communications, education, letters, religion and 
science.” Included in the list were James Webb Young, and Paul Hoffman of 
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ECA. The book described Young as a “consultant on communications to the 
Mutual Security Administration and the Ford Foundation.” Council presi- 
dent Ted Repplier called the book “of outmost importance in our moral and 
psychological fight against communism.” Life contributed pictures. The Ford 
Foundation and other organizations donated $100,000.” 


Civil Rights 


During the Eisenhower administration civil rights disparities for African 
Americans took on a very public place in the national media. During his sec- 
ond term President Eisenhower created national actions that made for better 
Civil Rights information overseas. A 1952 report analyzing American civil 
rights problems and U.S. Information programs reported that the country’s 
civil rights record hurt the nation’s image overseas. It recommended that to 
create effective information overseas the situation within the country needed 
to improve. The Truman Administration started the process of repairing the 
country’s international image regarding Civil Rights with the desegregation 
of the military.’ During the Eisenhower administration, the council faced 
criticism in Congress; among the issues was their support of Civil Rights 
issues. 

Many free enterprise supporters and members of the Advertising Council 
had advocated at least creating the appearance of positive American race rela- 
tions. When the Freedom train toured, the American Heritage Foundation 
insisted that viewings in the South be integrated. In 1951, the Advertising 
Council assisted the United Negro College Fund in raising $1.4 million.” 
In the early 1950s, non violent protests emerged as a means to resist Jim 
Crow segregation in the south. The U.S. Information Agency created a pam- 
phlet called “The Negro in American Life,” and tried to send conservative 
African Americans abroad to counter Du Bois and Robeson who toured and 
criticized American policies. In 1954, the Supreme Court ruling on Brown 
v. Board of Education of Topeka determined that public schools could not 
be segregated. On December 1, 1955, Rosa Parks was arrested for refus- 
ing to move to the back of the bus in Montgomery, Alabama, and several 
days later on December 5, the Montgomery Bus Boycott started as African 
American residents refused to ride the bus. The protests went on for a year 
and received national news coverage and put Reverend Martin Luther King 
in the public spotlight. King framed the Montgomery bus boycott as part of 
an international movement.*® 

Eisenhower, aware that problems in the United States regarding the treat- 
ment of African Americans created problems for the country in fighting the 
Cold War and expanding American businesses overseas, pushed civil rights 
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legislation in his 1956 State of the Union address. The Civil Rights of 1957 
allowed for the creation of a Civil Rights Division in the Department of Jus- 
tice and a Civil Rights Commission. In the fall of 1957, when he put the 
Arkansas National Guard under federal control in order to send troops into 
Little Rock, Arkansas, and force the governor of Arkansas, Orville Faubus, 
to remove the National Guard from blocking African American students 
from desegregating Little Rock’s Central High School, Eisenhower very much 
had the international situation on his mind. In his speech on September 24, 
1957 about the incident, he presented the international problems to the pub- 
lic. International coverage of the situation in Little Rock began as early as 
September and followed the story closely often noting the harm it did to the 
United States’ image around the world. The coverage included newspapers 
and filmed news footage. Before the incident in Little Rock, USIA distributed 
a pamphlet on school desegregation called The Louisville Story. In response to 
the Little Rock incident, USIA and USIS presented segregation and racial 
hatred as regional issues among an isolated part of the United States and 
not the national standard for behavior. The end of colonial rule in Asia, the 
Middle East and then Africa as the 1950s progressed increased the need for 
a positive image for the United States regarding race relations. Anticolonial 
and nationalist movements brought to the forefront white European rule over 
nonwhite majority populations.” 


Advertising around the Globe 


Increasingly throughout the 1950s, American businesses expanded into for- 
eign markets and a positive public image around the world made that 
expansion easier. Their foreign sales and marketing activity represented a type 
of overseas information. By the Eisenhower Administration, the countries of 
Western Europe had recovered and were now manufacturing goods that could 
compete with American goods. This recovery meant competition around 
the globe for American companies. American Advertising members such as 
Procter & Gamble, General Motors, Kodak, Coca-Cola, General Foods, Pan 
Am Airlines, B.F Goodrich, Kraft, RCA, Reader’s Digest, and agencies such 
as J. Walter Thompson focused on expanding their global markets. J. Walter 
Thompson maintained their presence in South American markets while try- 
ing to expand into the Middle East, Asia, and continue expanding into 
Western Europe. They worked in South America to continue the growth 
of television patterned after American commercial television, and television 
continued to spread throughout the region.“! Already established in India, 
they also attempted to branch out into the Middle East and East Asia.” 
Procter & Gamble created its first South American subsidiary in Venezuela in 
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1950. In 1954, they established a plant in France establishing their presence 
in Western Europe. 

As American companies expanded their business overseas, they also pro- 
moted America’s free enterprise culture and social values. For instance, long 
time Advertising Council member, McCall’s worked with Bancroft textile 
to use the Miss America pageant system for marketing. Bancroft’s expan- 
sion into foreign markets and their use of Miss America as a promotional 
tool provides one example of how “private initiative” manifested itself in 
foreign markets during the early Cold War.“ Founded in 1831, Bancroft 
Textile expanded over the course of the nineteenth century and early twenti- 
eth century. After World War II, Bancroft shifted its focus to the promotion 
of synthetic fabric treatments marketed under the names “Everglaze” and 
“BanLon.” As petrochemical products, these glazes signified the rise of oil- 
based products after World War II. To promote Everglaze and the company, 
Bancroft sponsored the Miss America pageant from the mid-1940s through 
the late 1960s. One of the original “outstanding leaders in industry” that 
sponsored the “Miss America Scholarship Fund,” Bancroft helped finance 
the pageant and provided money toward the scholarships awarded to pageant 
winners.*° In return, Miss America served as a promotional tool for Bancroft 
products. Bancroft directly connected the quality of its products with the 
image of Miss America and capitalized on this image in its domestic and 
international campaigns. 

As part of her contractual obligations for winning the competition, 
Miss America modeled for print ads and toured on behalf of Bancroft. 
In the United States, Bancroft held a licensee agreement with a textile firm 
called Everfast that billed its product as “truly American cotton.”“” In con- 
junction with McCall’s patterns, the company launched a joint marketing 
campaign geared toward middle-class women. The campaign consisted pri- 
marily of a national tour of fashion shows held in stores throughout America. 
In the mid-1950s, Bancroft organized an elaborate promotional package that 
included press releases, sample print ads, invitations, and scripts for the show’s 
announcer. Miss America modeled clothes made with Everglaze-treated 
Everfast fabric. Each fashion modeled by Miss America had a correspond- 
ing McCall’s pattern number announced during the show. Thus, middle-class 
women could make affordable replicas of high fashion using Everglaze treated 
fabrics.** 

With Miss America, Bancroft sought to project the image of the ideal 
middle-class white woman. Bancroft promoted the Miss America pageant 
as a “very serious” scholarship competition, not a beauty pageant. Bancroft 
described Miss America as the pinnacle of “intelligence, poise and good 
breeding.”® Bancroft used these same marketing images when selling their 
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products overseas. In January 1954, Miss America 1954, Evelyn Ay, embarked 
on a European tour “accompanied by Mrs. Lola Martin, Assistant Direc- 
tor of the ‘Everglaze’ marketing Division.” Visiting England, France and 
Germany, Ay modeled in Everglaze Fashion shows, was “feted at the ‘Night 
of Fashion Ball’” and went “backstage in the haute couture houses.”*' Based 
on the success of the European tour, Bancroft brought Miss America 1955 
to South America in the fall of 1954. The tour consisted of appearances, not 
fashion shows as in the United States and Europe. Bancroft executives viewed 
this as an exceptionally successful promotional campaign. Business increased 
in the countries Miss America toured.’ Bancroft also sponsored several 
pageants in South American countries. In 1954, the company launched “Miss 
Everglaze Argentine 1955.” The company sponsored the competition in con- 
junction with one of its Argentinean licensees, Emore. The advertisement 
for the competition stated, “Emore searching for Miss Argentina 1955. You 
can be a movie actress.” The winner received a film role, “a silver cup, a 
radio-gramophone and 35 metres of Everglaze fabrics.”** Bancroft felt the 
competition helped increase sales in South America and sought to sponsor 
further local pageants. According to Bancroft executives, a substantial num- 
ber of South Americans connected with the image of women projected by 
Bancroft. 

As Bancroft licensed textile firms across South America, they attempted 
to expand into the Middle East. In 1952, Bancroft started exploring the 
possibility for establishing patents. A year later, Bancroft attorneys started 
the patent process in Egypt, Iraq, Syria, Lebanon, Ethiopia, “Tripoli,” Iran, 
“Arabia,” Greece and Turkey.” While Bancroft executives perceived Israel as 
a developed, “very small market,” they viewed veiled Moslem women as a 
significant obstacle to Bancroft’s ability to penetrate Middle Eastern markets. 
Miss America never toured the near or Middle East on behalf of Bancroft.” 
Bancroft did not attempt to sponsor any beauty pageants in the region. How- 
ever, Bancroft did sponsor a scholarship program in Turkey. The scholarship 
program contained no beauty element. Bancroft used this program as one of 
their few promotional campaigns in the region. The program functioned as 
a scholarship, student exchange program. Establishing the program involved 
the Turkish Ambassador and the State Department.” 


The Council around the Globe 


At the same time that American businesses expanded overseas, the council’s 
network attempted to set up organizations similar to the Advertising Council 
in other countries. The Advertising Council claimed that the “Council idea 
goes Global” as France, Belgium, Philippines did the UN Day campaign and 
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“vote messages.” The council also claimed that Canada, England, Denmark, 
Holland, Mexico and Switzerland were interested in implementing some- 
thing similar to the council.” In 1955, President Eisenhower used the 
Advertising Council’s annual White House Conference to ask advertising and 
business executives to support his plan for expanding foreign trade. He told 
them that a “free trade program” would help stop Communist expansion. 
He also told them businesses had not been appealing to markets in Africa, 
Southern Asia or the Middle Fast.’ 

President Eisenhower, like members of the Advertising Council, believed 
American free enterprise capitalism could help unify the world. A 1955 
marketing presentation called “If We, as a People,” prepared by a joint 
Association of National advertisers (ANA) and the Association of American 
Advertising Agencies (AAAA) Committee describes how they believed the 
new free enterprise system benefited the country and would benefit the world. 
They described both “America’s capacity to produce” and “America’s capacity 
to consume” as “almost unlimited.” They claimed that “human wants are 
really insatiable” and that “in America this is especially true.” This capac- 
ity among Americans created “almost unlimited possibilities for expansion.” 
They called for businesses to make better use of advanced marketing tech- 
niques to cultivate “new markets” and “new customers.” Advertising working 
together with “the other forces in marketing. . . had helped to bring a national 
way of living to the entire U.S.” The incorporation of advertising into the 
American economy turned “luxuries into conveniences and conveniences 
into necessities” and allowed for “a penetration of the market known to 
no other economy.” The use of advertising had proven to be “the great- 
est accelerating force” in the economy and “by constantly stimulating new 
wants... advertising has widened markets and raised the standards of living 
generally.””” These same principles could be applied around the globe. 

The Crusade for Freedom and Radio Free Europe thrived during the 
Eisenhower administration, remaining in close contact with the White 
House.® In January 1955, the Crusade for Freedom’s self promotion newslet- 
ter, “The Crusader, News of the Crusade for Freedom,” promoted their value 
describing themselves as a crusade “that lives up to the traditions of ancient 
Crusades in the finest sense.”®! In the aftermath of the Hungarian uprising 
of 1956, however, Radio Free Europe took criticism for allegedly lifting the 
expectations of the Hungarians beyond what the United States could actu- 
ally deliver. The 1957 Crusade for Freedom urged those participating that 
because of events in Hungary, the campaign for 1957 would be the “most 
vital” since the crusade began. As he came close to leaving office, Eisenhower 
called the Crusade for Freedom “the only way to frustrate this evil manipu- 
lation of human minds and emotions.”” In spite of raising money from the 
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public, by 1958 the Free Europe Committee, the organization that officially 
organized Radio Free Europe and the Free Europe Press, received most of 
its funding covertly from the federal government, and “more than two-thirds 
of the Committee's funds come from secret government monies.” They also 
worked with the Congress for Cultural Freedom, an organization that pro- 
moted the cultural exchange of writers and artists. The Congress for Cultural 
Freedom received “millions of dollars available which appear on the surface 


to come from the Ford Foundation and other groups.” 


People’s Capitalism 


One of Eisenhower’s propaganda campaigns was the People’s Capitalism cam- 
paign, based on the recommendations made by Advertising Council president 
Ted Repplier to USIA. Designed to help businesses expand into the mar- 
kets in question, USIA eventually adopted all of Repplier’s recommendations. 
In White House reports they described Repplier as someone who’s “primary 
interest and experience has long been in the propaganda field.” In the spring 
of 1955, the Advertising Council created a committee to advise the Depart- 
ment of Commerce on how to improve the impact of exhibits from the 
United States at trade shows in other nations.“ In 1955, Paul Hoffman told 
attendees at an Advertising Council Public Policy Committee Luncheon that 
the United States only spent $80 million on “propaganda,” as compared with 
the Soviet Union spending $1—2 billion. He insisted that in Asia the coun- 
cil and their supporters needed “to make these people understand what is 
important about America. The thing that is important about America is that 
here we have freedom.” By that year’s annual White House conference, the 
government was the “primary beneficiary of the Council’s operations” and as 
such the government remained “interested in its continuance and strength.”® 

The call for further action resulted in Theodore Repplier spending six 
months traveling on an Eisenhower Exchange Fellowship, becoming “the 
first non-government American to study our information activities abroad.” 
He studied Burma, Cambodia, China, England, Egypt, France, Greece, 
Hong Kong, India, Italy, Japan, Laos, Pakistan, Philippines, and Singapore, 
and Thailand.® Repplier found “serious ideological shortcomings in the 
U.S. information program” and recommended the term “People’s Capital- 
ism” to represent America’s system of free enterprise capitalism. In spite 
of the criticism, he still believed that the country’s information skills had 
improved. “Americans,” he said, had “now learned to be propagandists.”*” 
He insisted it be used “to make clear that a new economic system has been 
born—a system which gives more benefits to more people than any yet 
devised.” He argued that during his trip he found capitalism “synonymous 
with either colonial exploitation or restrictive practices.” He felt the United 
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States needed an “inspirational concept” to counteract America’s “serious pro- 
paganda handicap.” Hence he recommended the name People’s Capitalism 
and helped the Advertising Council and USIA develop an exhibit called 
People’s Capitalism. Repplier also wanted to ask the Ford Foundation for 
money to tour the exhibit within the United States. At a speech to the Adver- 
tising Council’s Board of Directors, Repplier told the council’s leaders that 
“we desperately need a crusade” and that “the idea war needs more firepower.” 
Repplier also recommended that the United States spend more money across 
Asia for “quickly establishing superiority in the important new medium of 
television” and improving the “Chinese language program directed to the 
Chinese outside Red China.” 

At the annual meeting of the Association of National Advertisers in 
November 1955, Repplier gave a speech called “The Whisper that Should 
Be a Shout.” He told advertisers that the Cold War was “the world’s largest 
advertising contest.” He warned them that “the communists have both a 
huge advertising program and fanatical grass-roots salesman.” They also had 
launched a “cultural offensive” of artists and performers and started using 
“exhibits and trade fairs” as propaganda. In addition to describing the Peo- 
ple’s Capitalism exhibit, he explained to advertisers the variety of American 
information work. He described Radio Free Europe and the balloon oper- 
ations of Free Europe press, libraries that were in actuality United States 
Information Services (USIS) distribution centers for “films, press releases, 
books, pamphlets and magazines.” In India USIS, put out a weekly paper 
called “The American Reporter.” He said the best way to judge “the success of 
our propaganda” was to “watch the overseas elections.” Based on Repplier’s 
recommendations, the council created the People’s Capitalism exhibit on 
behalf of USIA. McCann-Erickson helped plan the exhibit.” 

The Advertising Council also sponsored a round table at Yale Univer- 
sity about people’s capitalism to discuss how American capitalism differed 
from older forms of capitalism. They never mentioned the use of advertising, 
advertising controlled media, brand-name manufacturing, and expanding 
markets as the new American capitalism. Instead they said it created a world 
without “rigid class barriers.” It created an “equality of opportunity,” a more 
equitable distribution of wealth and an “equalitarian distribution of leisure.” 
Portions of the round table were recorded and broadcast over the VOA. The 
discussion also resulted in a 64 page booklet on the same subject.” Presi- 
dent Eisenhower thanked the council for enthusiastically and “imaginatively” 
responding to his “plea for constructive ideas and assistance in the ideological 
struggle.”” 

Eisenhower used the People’s Capitalism exhibit as an example of 
how the United States should be promoting trade. At the council’s 12th 
Annual Washington Conference, he urged the several hundred American 
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businessmen in attendance to help him use trade over weapons manufactur- 
ing for foreign relations in Africa and the Middle East.“ When Eisenhower 
initiated the creation of the People-to- People program in order to bring 
together the citizens of the United States and other nations on September 11, 
1956. The Advertising Council helped the program. Repplier was asked by 
Eisenhower to head the “advertising committee of People-to-People program 
inaugurated by the President last September.”” 

Eisenhower also relied on the private sectors for the reorganization of 
the Defense Department. He appointed Charles Wilson of General Motors 
his first secretary of defense.” Then, in 1957, he integrated the princi- 
ples of brand management with the American military when he nominated 
Procter & Gamble’s former Camay salesman and brand management pioneer 
Neil McElroy.” Eisenhower had appointed him to his 1954 White House 
Conference on Education, and he became the chairman of the committee for 
1955-56. While Congress expressed concerns about the potential of conflict 
due to his ownership of Procter & Gamble stock, his appointment as secre- 
tary of defense went largely uncontested.”* McElroy served for two years as 
Secretary of Defense before returning to Procter & Gamble.” McElroy’s ser- 
vice symbolized the rise of advertising to power and prestige in the United 
States. 


Public Diplomacy 


In 1959, when Eisenhower addressed the Advertising Council at the White 
House conference, it marked his seventh time addressing the council. His 
administration marked the full integration of advertising into the American 
“arsenal of persuasion” Upon leaving office, Eisenhower warned of the growth 
of the military-industrial complex but not the role of advertising in the 
complex.® In the United States, the Advertising Council now connected 
news and entertainment media, brand-name manufacturers, the federal gov- 
ernment, and the military. Advertising affected every aspect of American 
society from race and class relations to gender relations. Information cam- 
paigns at home and abroad coordinated by advertisers represented standard 
operating procedure and the institutionalized practice of public diplomacy 
and the network coordinated by the Advertising Council for producing 
foreign and domestic persuasion campaigns remained into the twenty-first 
century. 


Openmirrors.com 


Conclusion 


Free enterprise capitalism, the use of persuasive information, and the 
Advertising Council survived into the twenty-first century. In the twenty- 
first century, their strategies went by the terms “nation branding” and “public 
diplomacy,” and modern masters of the invisible hand orchestrated politi- 
cal campaigns and headed cable news networks. Organizations such as the 
Advertising Council had commonly been bipartisan, having emerged during 
the Democratic Roosevelt and Truman presidencies and become institu- 
tionalized during a Republican administration. With the transition to the 
administration of John E Kennedy, advertising and advertising strategies 
became an official part of American public diplomacy. The ideas behind 
brand management enabled companies to develop into enormous multina- 
tional corporations. For instance, in 2008, the J. Walter Thompson Company 
remained America’s largest advertising agency and was “the fourth-largest 
marketing communications network in the world,” but it was just one of 
the several hundred companies owned by WPP, “a world leader in advertising 
and marketing services.”! 

In the first decade of the twenty-first century, free enterprise capitalism and 
the Ad Council’s role in helping to orchestrate it remained institutions. Seven 
of the top ten spenders on advertising in 2007—Procter & Gamble Co., 
General Motors Corp., AT&T, Inc., Ford Motor Co., Johnson & Johnson, 
Time Inc., Kraft Foods Inc., as well as the Nielsen Company who did the 
analysis—had helped build the Advertising Council and had laid the founda- 
tion for public diplomacy in the 1940s and 1950s. Combined, these top ten 
advertisers spent over $12 billion on advertising in traditional media, televi- 
sion, cable, radio, magazines, and newspapers. At the same time, America’s 
top 2,000 SuperBrands spent “$250 billion on media in the U.S each year.” 
In 2007, the Procter & Gamble Company alone spent over two and a half 
billion on advertising. In 2010, despite a recession in the United States and 
around the globe, the Procter & Gamble Company increased its advertising 
spending by another billion dollars, bringing the total close to $8.6 billion.’ 

In 2008, the Board of Directors for the Ad Council included repre- 
sentatives from major advertising agencies and broadcasters. Many of the 
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companies had representatives on the council during the 1940s and 1950s, 
but the list also included more contemporary companies and organiza- 
tions. Long-standing members such as Procter & Gamble, the New York 
Times, Johnson & Johnson, IBM, Coca-Cola, Nielsen, the Outdoor Adver- 
tising Association of America, CBS, NBC, the Hearst Corporation, and 
Exxon Mobil served with newer members such Google, Inc., Target, Best 
Buy, Turner Broadcasting System, Inc., Time Warner Inc., BET Networks, 
Discovery Communications, Clear Channel Radio, Fox Broadcasting Com- 
pany, Facebook, Yahoo!, NASCAR, Wal-Mart Stores, the National Basketball 
Association, and the National Football League.‘ 


Public Diplomacy 


In 1948, President Truman signed the “first law endorsing public diplo- 
macy,” the U.S. Information and Educational Exchange Act of 1948. Often 
referred to as the Smith-Mundt Act, it established the foundation for overseas 
broadcasting, cultural, and information programs. It also banned the distri- 
bution of this material within the United States. Into the twenty-first century, 
the Smith-Mundt Act continued to prevent public diplomacy materials and 
U.S. international broadcasting programs from being disseminated within the 
United States.’ 

Nation branding and public diplomacy remained part of the United States’ 
global strategy. The United States Information Agency (USIA) went through 
a brief name change between 1978 and 1982 but remained in charge of 
public diplomacy and overseas information until 1999, when it became 
the Broadcasting Board of Governors (BBG).° President Ronald Reagan, 
who campaigned on behalf of the Advertising Council for the Crusade for 
Freedom, invested heavily in public diplomacy. During his administration, 
USIA director Charles Wick created “the first live global satellite television 
network.” While the administration of William Jefferson Clinton scaled back 
on the agencies of public diplomacy, the administration of President George 
W. Bush reinvested heavily in the use of public diplomacy for his war on 
terror.’ 

Sixty years after it formation as the War Advertising Council, the Ad 
Council openly, but discreetly, helped the Bush administration with public 
service campaigns. In addition to the campaigns responding to the Septem- 
ber 11, 2001, attack on the World Trade Center, “I Am an American” and the 
“Campaign for Freedom,” in support of the war on terror, the council helped 
the Department of Defense with “America Supports You.” A modern version 
of a classic council campaign, it included a website; a heart with stars and 
stripes logo; magazine, newspaper, and radio advertisements; and a television 
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special. Sponsored by the United Services Automobile Association and “its 
insurance, banking, investment and other companies,” the special “American 
United in Support of Our Troops” included musical performances by Snoop 
Dogg, Janet Jackson, ZZ Top, Toby Keith, and Jessica Simpson. One of the 
ads showed the silhouette of a helicopter and several troops with the slogan 
“Your Firearm Is Not the Only Thing at Your Side.” 

By an executive order in 2003, President G.W. Bush established the White 
House Office of Global Communications to streamline the projection of the 
American brand. The mission of the office was to “ensure consistency in 
messages that will promote the interests of the United States abroad.”? That 
same year, Secretary of Defense Donald Rumsfeld approved an “Information 
Operations Roadmap” for public information regarding the U.S. War on Ter- 
rorism. In 2004, within a year of invading Iraq, the United States used Iraq 
as a base “to broadcast directly to the people of the Middle East over five time 
zones in 22 countries, from Morocco to Iraq to Yemen.” The “24-hour-a-day 
Arabic language television network,” Alhurra, “the free one,” complemented 
the Broadcasting Board of Governors radio broadcasts in the region and pro- 
vided an alternative to Al Jazeera, believed to be a threat to the United States 
for instilling in the “Arab world” a picture of the United States “distorted by 
institutional prejudices and sensationalism.”'° 

Also, during the administration, American aid to other nations became 
“more fully integrated into the United States’ National Security Strategy.” 
In order to make those programs more effective, USAID adopted a new 
brand logo. First debuted in 2004-2005 with the United States “tsunami 
relief effort,” the new logo included the logo for USAID, the “brand name” 
USAID, and the “brandmark” “from the American people.”'' The New York 
Times claimed that the tsunami relief campaign represented the Advertising 
Council’s “fastest reaction to urgent need in its 63-year history.” The coun- 
cil’s campaign featured a bipartisan effort with “former Presidents George 
Bush and Bill Clinton” requesting “donations through the U.S.A. Freedom 
Corps.”'? USAID considered the branding used during the tsunami relief to 
be effective, claiming that “in 2004, favorable opinions of the U.S. were at 
record lows in many Muslim countries. But, in early 2005, favorability of 
the U.S. nearly doubled in Indonesia (from 37 percent to 66 percent) thanks 
to the massive delivery of—for the first time ‘well branded’—U.S. foreign 
assistance.” 

In January 2006, Secretary of State Condoleezza Rice announced that 
through “Transformational Diplomacy” the United States would “use 
America’s diplomatic powers to help foreign citizens to better their own lives, 
to build their own nations, and to transform their own futures.”'* In order 
to “reduce poverty and facilitate free enterprise” around the globe, the 2009 
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Budget allotted “$2.225 billion for the Millennium Challenge Corporation 
(MCC)” to help foreign nations “improve agricultural productivity, mod- 
ernize infrastructure, expand land ownership, improve health systems, and 
improve access to credit for small business and farmers.”!° 

Rice also helped implement “Sesame Street diplomacy.”!* In 2004, Gary 
Knell, president and CEO of the television program Sesame Street, announced 
that “Sesame Street will continue to be an important vehicle for cultural diplo- 
macy as it expands into India, Korea and many other countries in the years to 
come.”'” Two years later, Secretary of State Rice posed for pictures with Elmo, 
a puppet from Sesame Street, at a school in Jakarta while she announced that 
the United States would fund an “Indonesian Sesame Street.” At the cost 
of eight million over four years, the show incorporated puppets that wore 
Islamic veils.’ 

During the early twenty-first century, public diplomacy and the use of 
branding to define a nation on the international stage became open strate- 
gies. In 2003, the first graduate program for public diplomacy opened at the 
USC Center on Public Diplomacy. The center presented the study of public 
diplomacy as a “new and expanding field” without a “single agreed upon def- 
inition’; it loosely defined it as “government-sponsored cultural, educational 
and informational programs, citizens’ exchanges and broadcasts used to pro- 
mote national interest of a country through understanding, informing and 
influencing foreign audiences.” The idea of nation branding became a stan- 
dard strategy for nations to compete on the global stage. In 2008, Nation 
Branding: Concepts, Issues, Practice by Keith Dinnie presented several case 
studies to describe how countries can brand their nation. The first formal 
public handbook for the practice described nation branding as “an excit- 
ing, complex and controversial phenomenon” and defined the practice as 
“the unique, multi-dimensional blend of elements that provide the nation 
with culturally grounded differentiation and relevance for all of its target 
audiences.” By analyzing the branding techniques of several nations, Nation 
Branding provides a step by step guide for conceptualizing and implementing 
a brand identity of a country. Dinnie concludes that nation branding would 
continue to expand both in practice and as an academic discipline. 

Many considered a tarnished U.S. image around the world as jeopardizing 
America’s free enterprise strategy. For instance, in 2002, author and journalist 
Naomi Klein criticized public diplomacy, claiming that using advertising and 
marketing techniques to sell “Brand USA” would ultimately fail.” Five year 
later, the American Management Association published an in-depth study by 
a former brand management and public relations executive, Dick Martin, that 
urged American businesses to employ “corporate diplomacy.” In Rebuilding 
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Brand America: What We Must Do to Restore Our Reputation and Safeguard 
the Future of American Business Abroad, Martin analyzed the reasons for low 
public opinion of the United States around the globe in order to maintain the 
involvement of American businesses that developed during the Cold War. 

Seeing the nation’s image as having lost its “former glory,” Martin called 
the twenty-first century the “Anti-American Century.” He connected the 
American corporation with the foundation of the nation. He argues that 
many of the original 13 colonies were corporations and that by the early twen- 
tieth century American corporations provided the country with a new way 
of life, one that grew and flourished around the globe into the twenty-first 
century.” Martin described the Procter & Gamble method as the twenty- 
first-century model for the expansion of American business. In the past, 
Procter & Gamble shipped “pallets of packaged goods to foreign markets 
from Cincinnati.” In the new century, the company handled “each new mar- 
ket as a green field to be planted and cultivated by a corps of local managers 
sensitive to the prevailing climate and the country’s ways.” Martin questioned 
the merits of eliminating USIA and the cultural programs, particularly those 
designed to promote higher culture, such as jazz, art, and dance. He expressed 
concern that the “giant tsunami” of American popular culture was “washing 
away everything in its path.” He argued that since popular culture domi- 
nated the images associated with brand America, “the world tends to equate 
America with violence and pornography.”” While he offered suggestions to 
improve the nation’s image, the J. Walter Thompson Company studied ways 
to continue the expansion of American markets. In 2007, the Advertising 
Council pioneer conducted an extensive study called “A Religious Experience, 
Marketing to Muslims in America and Britain: JWT Accepts the Challenge.” 
In step with U.S. policy to engage Muslim audiences, the goal was “to under- 
stand the wants and needs of one of the most alluring and untapped consumer 
groups today.” 

Within the United States, private organizations and individuals helped 
with public diplomacy. Working for BBG, Norman Pattiz, whose company 
Westwood One produced news and information for many major American 
networks, played an instrumental role in creating Radio Sawa and Alhurra 
television, which went on to serve the 22 Middle Eastern countries.” 
In 2005, The New York Times reported that “at least 20 federal agencies, 
including the Defense Department and the Census Bureau, have made and 
distributed hundreds of television news segments in the past four years, 
records and interviews show.” It described prepackaged news as “a well- 
established tool of public relations...that major corporations have long 
distributed to TV stations to pitch everything from headache remedies to 
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auto insurance.”” In 2008, The New York Times reported that the Pentagon, 
beginning “with the buildup to the Iraq war,” hand selected TV analysts to 
“generate favorable news coverage.” Many of the analysts had “ties to military 
contractors vested in the very war policies they are asked to assess on air.””° 

In 2008, BBG claimed that “every week, more than 155 million listeners, 
viewers, and internet users around the world turn-on, tune-in, and log-on to 
U.S. international broadcasting programs.” These programs included the fol- 
lowing American broadcasters: the VOA, Alhurra, Radio Sawa, Radio Free 
Europe/Radio Liberty (RFE/RL), Radio Free Asia (RFA), and Radio and 
TV Martí.” Their purpose was “marrying the mission to the market,” so 
that the United States could “reach large audiences in complex, competitive 
media environments worldwide with straight news as well as perspectives on 
American culture and information on official U.S. government positions and 
policies.””* 

The 2009 Budget for the United States included “$699 million for the 
Broadcasting Board of Governors to provide accurate and objective news and 
information about the United States and the world to international audiences 
via television, radio, and the Internet with a continued focus on broadcast- 
ing throughout the Middle East and to people living under tyranny in North 
Korea, Burma, Iran and Cuba.””’ At the same time, the U.S. Department 
of Commerce spent over $2 billion on America’s Digital Television Fund 
“to help consumers continue receiving free, over-the-air television when full- 
power television stations cease analog broadcasting after February 17, 2009, 
as authorized in the Digital Television Transition and Public Safety Act of 
2005 (the Act).” The program included public service advertising, a website, 
and $40 coupons for digital television converter boxes, all designed to make 
sure that Americans would not go without television.*” 

Even the Advertising Council’s involvement in religion survived into the 
twenty-first century. In 2008, the marketers of the Left Behind series adver- 
tised that they would give away a million copies of the computer game Left 
Behind: Eternal Forces. The computer game was based on the popular turn- 
of-the-century book series that chronicled “the end of the world in stories 
based on prophecies from the Bible's Book of Revelation.” The computer 
game storyline occurred during the “tribulation years” after the occurrence of 
the Rapture, “the extraction of the believers in Christ from the Earth” when 
“millions disappear around the globe in one cataclysmic moment,” leaving 
behind nonbelievers “to face the emerging antichrist.” Many of the billboards 
in Left Behind: Eternal Forces city were for the Advertising Council.?! 

American advertisers achieved all that James Webb Young had envisioned 
for them. Since the 1940s, they worked successfully with businesses and gov- 
ernment to persuade the people of the world to follow the United States and 
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to adopt America’s economic and political vision. Together with American 
government and industry, they forged extensive networks for creating and 
implementing persuasive information campaigns. The use of persuasive infor- 
mation developed into a standard part of American foreign policy and a 
central part of the American political system. The multiplatform, multime- 
dia approach developed in the 1940s with campaigns like the Freedom Train 
informed and guided the development of television, cable, internet, and social 
media into persuasive information medium. 
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